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First-class illustration in colourgravure 
is one of the ingredients of WOMAN’s 
unequalled success story. WOMAN ’s 
unrivalled presentation and production 
is another. ALL along the line 
WOMAN has just that bit of extra 
brightness and poise. It has won over 
Britain’s Biggest Feminine Market, 
built an outstanding fund of trust and 
goodwill, and become one of the 
major selling forces in the country. 
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LETTERS 


TO. THE. 


EDITOR 


These Accounts 
Do Pay 

Sin,—Many readers will have 
welcomed your timely leader on 
technical advertising (Decem- 
ber 28) now that more agencies 
are looking to the technical Press 
to supplement their revenues 
somewhat depleted by limitations 
of national space. 

May I, on behalf of a technical 
agency specialising in medical 
and pharmaceutical publicity, 
’ endorse your own words of en- 
+ couragement to those reluctant 
to accept technical accounts. 
_ Although the rewards from such 
accounts may be, as you remark, 
“hardly earned” they need, by 
no means, remain “meagre” for 
long, since the revenue momen- 
tum steadily develops with every 
account gained. In our experi- 
ence, technical clients are realis- 
ing more and more the value of 
the specialised agency. They 
recognise the ease with which 
technical problems can _ be 
handled in the language of their 
own industry—a factor which 
contributes very materiaily to 
the smooth-running of their pub- 
licity programme. : 

Justification for the service fee 
which makes a technical account 
worth while will readily be 
acknowledged by the advertiser, 
when the service claimed by the 
agency can in fact be imple- 
mented in the fullest sense to in- 
clude the production of technical 
copy, illustrations and articles 
for trade and professional Press, 
public relations work, preparation 
of technical literature, advice on 
legislation problems affecting the 
industry, etc. 

Specialist agencies will warmly 
welcome the increased pressure 
you visualise from the 1LS.M.A. 
and 1.A.M.A. towards higher 
standards of service, as only by 
a greater recognition of the need 
for such specialised services can 


technical agencies widen their 
orbit of influence and so increase 
the revenue without which their 
technical resources cannot be ex- 


tended. 
LESLIE B, SINGLETON, 
Ph.C., A.LP.A. 
Managing Director, General 
Advertising Co. of London Ltd. 
18 Charing Cross Road, W.C.2. 


‘Shun Dabblers’ 


Sin,—From two recent issues 
of ADVERTISER'S WEEKLY: 

“It is understood that dis- 
satisfaction with the services 
of their advertising agents has 
been expressed by a high pro- 
portion of technical advertisers 
who answered an I1.A.M.A. 
questionnaire.” (Report on 
Technical Advertising—Decem- 
ber 14.) 

“(Wanted) a good all-round 
Advertising Man with enough 
general knowledge to write on 
technical accounts (and what 
he doesn’t know, have sufficient 
nous to find out quickly!).” 
(Classified advertisements — 
January 4.) 

If advertisers would shun 
dabblers and appoint only agents 
who do ¢echnieal advertising and 
nothing! else, they would most 
likely find complete satisfaction. 

FRANK ROWLINSON. 
24 Preesall Avenue, 
Cheadle. 


. . . 
Exhibition ‘Ramps’ 

Sm,—What on earth did Mr. 
Daniel Barnett mean by “if 
exhibition stand erectors and 
designers get together, we can 
prevent this ramp (the italics are 
mine) on the part of exhibitors”? 

If by “ramp” he means the 
nuisance of ten-a-penny so-called 
exhibition contractors and display 
“experts” approaching exhibitors 
and possible exhibitors with de- 
signs they neither commissioned 
nor want, then I’m with him. 

Or does he mean that exhibitors 
encourage the nuisance of un- 
solicited designs? People who 
trot along with free stand “de- 
signs” are a time-wasting nuis- 
ance, 

If there is to be talk of 
“ramps,” let us turn the spotlight 
on the increasing trend of exhi- 
bition organisers, architects and 
contractors to get together into 
powerful huddles in order to “in- 
fluence” exhibitors to accept 
standardisation. 

No doubt it is only a question 
of time before we have a lovely 
new Ministry of Exhibitions, with 
a 2,000-room new building some- 
where handy to house the initial 
5,000 civil servants who will ad- 
vise us, with the help of 1,500 
forms how to make the best of 
our money in this art of Exhibit- 
ing. 


" DUDLEY J. KINGSTALL. 


POINTS FROM OTHER LETTERS 


MISLED 

As a student of the Final 
Division taking the Advertising 
Association examination last 
May, I endorse Mr. Banister’s 
criticism (December 28) of the 
Association comments regarding 
the copywriting paper, which 
was a great disappointment to us, 
as we had been led to believe 
that the new syllabus aimed at 
a more practical examination.— 
Lesley (Miss), D.A.A., 
Lee Green. 


EFFICIENCY 
Apropos the Nestlé Co. mailing 
story, our addressing output 


during the past six months was 
a daily average of 67,000. Also, 
during that period approximately 
50,000 mailing pieces were 
despatched from our premises 
every day.—J. S. Netter, British 
4 International Addressing 
td. 


POST-DATED 


Visiting Brighton I was aston- 
ished to see many posters still 
displayed advertising last sum- 
mer’s events. Are other resorts 
equally dilatory or does Brighton 
like remembering past glories? 
Evelyn Coad, Porthcawl. 


POSTERS 
SHOWCARDS 


oo 
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What Exhibition 
Visitors Earn 


Sir, — Exhibition promoters 
would long ago have been out 
of business if ADVERTISER'S 
WEEKLY had correctly reported 
the survey contained in the last 
Mass-Observation Bulletin. 

_It is one thing to say (as we 
did) that 72 per cent of those 
earning over £10 a week go to 
ex*ibitions: a very different thing 
to say that 72 per cent of people 
who go to exhibitions earn over 
£10 a week! 

L. R. ENGLAND, 
Mass-Observation Ltd. 

_[The Mass-Observation Bulle- 
tin did not make the position as 
clear as Mr. England does in his 
letter, The Bulletin stated: 
“Nearly :very second man, and 
just ove: every third woman has 
been to an exhibition of some 
kind during the past two years, 
and 16 per cent of those earning 
up to £4 a week, 25 per cent of 
those earning up to £5 10s. a 
week, 54 per cent of those earn- 
ing up to £10 a week, and as 
many as 72 per cent of those 
with over £10."—Editor.] 


Candid Comment 


Sirn,—With reference to your 
story “Candid Comment on Price 
Rate Rises” (January 4) in which 
you reproduced'a table of com- 
parative rates as compiled by 
S. C. Peacock Ltd., the figures 
given for the Radio Times are 
wrong. 

The price of an ordinary posi- 
tion in 1939 is being compared 
with the price of a facing matter 
position in 1950. 

Moreover, in 1939 we guaran- 
teed our average net sale as 
from January 1 at three million 
copies, as file copies of our 1939 
rate card will show. 

RALPH JUDSON, 
Head of Advertisement 
Department, B.B.C. Publications. 
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Homely as a 


boiling kettle 


JOHN BULL’s not just an 
ordinary editorial brew but a 
specially prepared blend. It takes 
things of note and brings them 
home to the man in the street. 
It’s as much at home with the mass 
millions as the family kettle ; 

as near to their heart as a cup 

of tea. JOHN BULL sells over 

a million copies every week. 
What’s the reason? It’s the 
magazine the mass market want— 
and they come back for it again 
and again. 


ee ee ee eer) 


Well over a million copies 


every week of the year 


e 
PUILIP EMANUEL, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98, LONG ACRE, LONDON, W.C.2, ALL-ROUND VALUE AND A SQUARE GUARANTEE FOR A STRAIGHT LINE & 
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DUBLIN NEWSPAPER MANAGERS 
ARE CONSIDERING AN APPEAL 


Newspaper advertisement rates are included in a price freeze 


ordered by the Irish Government. 


The Minister of Industry 


and Commerce published a Prices and Charges (Standstill) 
Order last week pegging the cost of a wide range of commodities 


at the prices obtaining on 
December 2, 1950. 


A fairly general rate increase 
was introduced by Irish news- 
papers with effect from January 
1. The Irish Press, Irish Times, 
and the I/rish Independent had 
notified agents of a 5s. increase 
per s.c. inch. 

Under the Minister's Order it 
is obligatory that these rates 
should be reduced. No increase 
over the December 2 figures can 
be made without approval of the 
Prices Advisory Committee. 

Increased rates for the Dublin 
Evening Mail were due to come 
into effect next month, 

When notices of the intended 
increases were first circulated, 
about a month ago, agents con- 
tacted their clients, and, in many 
cases, a recasting uf schedules 
was called for. A number of ad- 
vertisers arranged to reduce their 
proposed spaces in order to keep 
expenditure within their budgets. 
Agents also protested that the 
notice of increases was too short. 

The coming of the “Stop” 

Order, which appeared in the 

Dublin newspapers on January 

2, was a complete surprise and 

has, of course, meant another 

upheaval in accounting and 
space buying departments. 

The Dublin Newspaper Man- 
agers’ Committee has been meet- 
ing to consider the position. It 
is understood that they are io 
prepare a case for submission to 
the newly-constituted Prices 
Advisory Board, of which Mr. 
Justice Lavery has been named 
chairman. This Board may, after 
examining a case submitted to 
it, recommend the Government 


to lift the ceiling rate on any 
“pegged” item. 

The Irish newspapers. will 
doubtless urge, in view of the in- 
creased price of newsprint and 
labour costs, that they should be 
permitted to increase their rates. 
There will be some delay before 
a case can be prepared and con- 
sidered by the Board. Meanwhile 
advertisers are uncertain as to 
what rates they should budget 
for. 

McConnells (London) agents 
said on Tuesday: “We are ad- 
vising clients that the December 
rates will apply. The law seems 
quite specific on this point even 
if an appeal is pending.” 


{Overseas Returns 


New clause added to the News- 
print Rationing Committee rules 
allows returns to be accepted 
from overseas up to a third of the 
total copies sent overseas. 


Price Freeze Order Bans Eire 
Ad. Rate Increases | 


_ Press Coungi l | 
Talks Begin 


Informal discussion on the 
proposed Press Council will be 
held to-morrow between the 
Newspaper Proprietors’ Associa- 
tion, the Newspaper Society, the 
National Union of Journalists, 
Institute of Journalists, Guild of 
Editors, and the Scottish Daily 
Newspaper Society, 

Prime movers for a _ Press 
Council are the N.U.J. who con- 
sider it should watch not only 
the editorial but advertising con- 
tent and policy. 


Breakdown Figures 


The Sunday Pictorial has 
produced a four-page semi-stiff 
folder giving a map and county- 
by-county breakdown of its circu- 
lation (5,093,935 A.B.C. January- 
June 1950 figure) and space rates. 


Catching 
The ’Flu 


The ‘flu epidemic, which 
broke out in the north re- 
cently, brought its special 
advertising problems. 

Lambe & Robinson Ltd., 
agents for Vick vapour rub, 
swiftly booked space in 
papers in areas affected by the 
epidemic—and then chased it 
south with their bookings. 


A NEWVES-PEARSON 


America’s Ace 
Economist As 
Chief Speaker 


Mr. William L. Batt, Minister 
in Charge of Economic Co-oper- 
ation Administration Mission to 
the United Kingdom (The Mar- 
shall Plan) 
and United 
States mem- 
ber of the 
North  At- 
lantic Treaty 
Organisation 
Defence 
Product ion 
| Board, will 
be principal 
speaker at 
the Silver 
Jubilee Din- 
ner of the 
Advertising 
Association , 
at Gros- 
venor House on February 6. 

The dinner is itself a ““curtain- 
raiser” to the Advertising Asso- 
ciation’s International Advertis- 
ing Conference (Great Britain) 
1951 to be attended at Central 
Hall, Westminster, July 7-13, by 
approximately 2,500 delegates 
from upwards of 35 Common- 
wealth and foreign countries. 

Mr. Batt is expected to include 
a major reference in his speech 
to the Conference’s central 
theme—“Tle Tasks of Advertis- 
ing in a Free World.” 

Sir Miles Thomas, President of 
the Advertising Association, will 
be in the chair. 


William L. Batt 
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ADVERTISER'S WEEKLY 


Lighting Ban: But For How 
Long, Advertisers Ask 


BACK TO THE ‘BLACK OUT’ 


The ban on the lighting of shop windows and advertisement 
introduced on Monday under a Prohibition Order by the 
Fuel Minister, is causing great concern to advertising. 


How long will it continue? 
industry is asking. 

Naturally it is assumed that 
the ban is an emergency 
measure to be lifted when the 
fuel situation is easier—perhaps 
in three months time, No assur- 
ance is forthcoming. 

The only exceptions to the 
Ministry of Fuel Order are the 
use of electricity obtained from 
windmill generators, and electri- 
city for projecting films or slides 


on screens in theatres and 
cinemas. i 
A Fuel Ministry spokesman 


told ADVERTISER'S WEEKLY that 
while it was appreciated the fuel 
saving would not be large, “every 
little would help.” The purpose 
of the order was to save coal. 
The psychological aspect of the 
ban is not ignored in official 
circles. Use of oil and candles is 
prohibited as well in order to 
prevent a run which would lead 
to shortage. 

Until this order was made the 
only restrictions on advertisement 
lighting were those imposed by 
the Electric Lighting (Restriction) 
Order 1949. This prohibited use 
of electricity from the public 
supply for advertisement lighting 
between 7 a.m. and 6 p.m. on 
Mondays to Fridays, and its pur- 
pose was to reduce load-shedding. 

Mr. S. D. Moyse of the Elec- 
trical Sign Manufacturers’ Asso- 
ciation commented: “Any long- 
term ban will cause widespread 
disruption of plans, already far 
advanced, for making London 
one of Europe's brightest cities 
during Festival year. Industry 
and commerce have been asked 
by the Government to spare no 
efforts in making the streets of 
London and of provincial cities a 
tell-tale index of our national re- 
covery. A vast amount of work 
has been set in hand and it is 
hoped that any return to wartime 
gloom in Festival year will be of 
a strictly temporary nature.” 

Outdoor signs, said Mr. Moyse, 
accounted for only a minute frac- 
tion of total electricity consump- 
tion. Moreover, they were only 
used during off-peak hours when 
—according to the British Elec- 
tricity Authority—consumption 
was advantageous rather than 
otherwise. 

A new neon sign development 
was introduced at the Savoy 
yesterday by Neogram Ltd. A 
fundamentally new approach to 
electrical excitation of rare gases 
has, it is stated, made the devel- 
opment possible. A compact 
transportable sign was demon- 
strated requiring no installation 
beyond plugging into a mains 
socket. Message and display lay- 
outs can be altered in minutes. 


That is the vital question the 


For how _ is it goodbye to 


this? 
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“Life” promotion piece is an 
interesting “play-back” featuring 
a “Daily Express” news story. 


America Takes 
The Lion’‘s Share 


The Newsprint Association of 
Canada predicted a “tight world 
supply and possible shortage” of 
newsprint in 1951 if U.S. con- 
sumption continues to increase. 

The U.S. is taking 60 per cent 
of total world supply, compared 
with 44 per cent before the war. 

America took 89 per cent 
(4,710,000 tons) of Canada’s 1950 
shipments, and Britain 18,000 
tons. 


6,000 Americans Receive 


Air Mail Invitations 


Some6,000 American men and women have received invita- 
tions, despatched by air last week, to attend the International 


Advertising Conference in July. 


The invitation, in copperplate 
writing, is from Lord Mackintosh 
of Halifax (Conference presi- 
dent) and the members of the 
organising council, and is person- 
ally addressed. A_ provisional 
reservation form is attached. 

Accompanying the invitation is 
a message from Lord Mackin- 
tosh enclosed in a leaflet, London 
Calling You, which outlines the 
functions of the Conference, men- 
tions the Youth Scheme, and 
refers to the many historical, 
architectural, 
attractions that delegates will 
wish to enjoy. 

Lord Mackintosh writes: 

“Ample opportunity will be 
offered for the interchange of 
views on advertising progress and 
advertising problems. I know 
that I speak for all those con- 
cerned with the advertising busi- 
ness in this country when I say 
that we want our friends and 
relatives from abroad not only to 
see for themselves how we are 
getting on, but also to give us the 
benefit of their own experience.” 

Registration forms have also 
been sent to some 35 other 
countries. 


This year’s Mothercraft Exhi- 
bition will be held at Central 
Hall, Westminster, from 
November 1 to 14. 


scenic and other | 


. 

Cocktails And 
The Critics 
Expenditure on two cocktail 
parties for the Press was criticised 
when Scarborough Council re- 

appointed their Press officer. 

Critics said some entertaining 
was necessary, but “the pendulum 
had swung too far.” 

Alderman Pindar, chairman of 
the publicity committee, said the 
money on cocktail parties had 
been well spent. It was very im- 
portant, when building up con- 
tacts, that the Corporation should 
show journalists their interest was 
appreciated. 


Specialist Panel To 
‘Guide The Press’ 


The Scottish Association of 
Watchmakers and Jewellers has 
approved the establishment of a 
panel to guide the Press on trade 
affairs. This Public Relations 
Committee will be available for 
Press consultation and will con- 
sist of specialists on watches, 
stones and jewellery manufactur- 
ing. One main function will be 
to co-operate with editors on all 
reports concerning goods handled 
by the trade. 
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- Festival Ads. 
Will Not Aim 
At Hard Selling 


Approximately £90,000 will be 
spent on home Press advertising 
for the Festival of Britain. 

The first stage, now gathering 
momentum, is designed to be 
inspirational, according to Paul 
Wright, director of public rela- 
tions for the Festival. Large dis- 
plays—11 in. x 3 in. is a popular 
size—are being used to define the 
Festival’s aims and scope, in the 
nationals and in selected weekly 
magazines including Picture Post, 
Illustrated, John Bull, Punch, 
Illustrated London News, Sphere 
and Tatler. No colour is to be 
used. A half page in the Daily 
Express and a full page in Radio 
Times ate among first stage 
bookings. 

In March the approach will 
switch. Smaller displays are 
booked for “the factual stage.” 
The programme will be publicised 
in detail in nationals and in the 
provincial Press, one month in 
advance. This will continue until 
the end of the Festival in Sep- 
tember. 

Classified ads. will be used on 
a comprehensive scale to give 
“stop press” news of events, 
times, prices and other informa- 
tion. 

Variation in copy for the 
nationals is likely, to suit require- 
ments in the north, and in Scot- 
land. Provincial coverage will 
highlight local events, but none 
of the ads. will be exclusively 
local in appeal. Nor is hard 
selling copy planned, the empha- 
sis being on information. Agents 
are London Press Exchange. 
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poems of Smaghamd + Second May 


This ad. featuring the American 
consul in Birmingham, is one of 
several issued by the City of 
Birmingham information depart- 
ment now appearing in the 
American Press. 


New London Rep. 


Norman Smale has taken over 
the London representation of the 
Guernsey Star, and the paper's 
London office will in future be 
92 Fleet Street, E.C.4. 


Agents are asked to note that 
the telephone number of Racing 
Review is REGent 7627. 
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Sales Record In 
West Africa 


A net sale exceeding 30,000 
is announced by the Nigerian 


by any daily in British West 
Africa. 


When West African News- 
papers Ltd. and its subsidiaries 
were acquired by the Daily Mirror 
and Sunday Pictorial Companies 
three years ago, the Daily Times, 
then printed by flat-bed, had a 
sale of 7,800 copies. By May 
1949 the sale was 15,500, and 
then the first full rotary equip- 
ment was installed in British 
West Africa. Since _ then, 
through the creation of a network 
of sales agents throughout 
Nigeria, and by new distribution 
routes by road, rail and air, the 
sale has progressively increased 
each month up to 30,460 copies 
per day. 

Other papers in the Daily 
Mirror's West African Group 
are the weekly West Africa, the 
monthly West African Review, 
and the new Gold Coast Daily 
Graphic which commenced publi- 
cation in Accra three months 
ago. It is hoped to turn over the 
Gold Coast Daily Graphic to 
rotary plant by the middle of 
next year. 


PICTURES PULL 


New distribution arrangements 
of The Scotsman and the Weekly 
Scotsman put into operation last 
August have been successful in 
substantially pushing forward 
sales. 

It is apparent that the general 
public appreciate first-class pic- 
tures, because the Weekly Scots- 
man, a family picture paper, is 
“catching-on” with many English 
readers. 


ADVERTISER'S WEEKLY 


‘Strong Objection’ Likely To Soaring 


Plea For Better 
Posters 


“All people in advertising 
should make a concerted effort 
to get some good posters on to 
our hoardings before next May, 
and take off some of the mon- 
strosities which are there now,” 
said Mrs. Ashley Havinden, 
director, W. S. Crawford Ltd., 
taking part in a discussion 
on design standards of present- 
day commercial posters and Press 
advertisements held by the 
Design and Industries Associa- 
tion on Tuesday. 

Advertisers should give artists 


the chance to provide an 
improved standard of poster 
design, said Mrs. Havinden. 


There was no lack of good artists 
doing fine work, but it was not 
being used. 


New Symbol For 
Typographers 


A. E. Bunyan of Shell Ltd. 
submitted the winning entry in a 
competition for the design of a 
new symbol for the British Typo- 
graphers Guild. Second place 
was taken by Valerie D. P. Scott, 
of J. Walter Thompson Co., Ltd., 
and W. R. Thornton, of Saward 
Baker & Co., Ltd., was third. 

The symbol, which is designed 
for one-coiour line printing, will 
be used extensively in the Guild’s 
printed matter, 


The title “What advertising 
thinks about Men,” was used by 
Canon J. Clifford Gill, author of 
several booklets on economics 
and socialogy, for a recent ad- 
dress to the Manchester branch, 
Incorporated Advertising Mana- 
gers’ Association. 


THEY ROW ON CANVAS RIVER 


Boys of all ages have a thrilling 
time on the London Co-operative 
Society’s stand at the Schoolboys 
Exhibition in the Royal Horticul- 
tural Hall. 

A feature of this stand is a 73 
ft. long, 11 ft. high canvas con- 
tinually moving on the endless 
belt principle, depicting painted 
scenes of London's river. In front 
of this the boys can “row up the 


ML De 


river” in realistic looking boats 
safely anchored to a river of blue 
canvas on a specially reinforced 
platform. 

The stand was designed wy 
Leon Goodman Displays Ltd., 
co-operation with H. Axon, nt a 
lic relations officer of London 
Co-operative Society, and the 
ry scenes are by Key Studios 

td 


Advertisement Costs 


WARNING FROM MANCHESTER 


Strong objection on the part of advertisers to extra additions to 
their already high costs are forecast in the annual report of the 
publishing trades section of Manchester 


advertising and 
Commerce. 


“Admittedly advertising has 
shared in the year’s all-round 
expansion of industrial and com- 
mercial activity,” the report 
States, “but very early it became 
apparent that newsprint and 
paper for the printing and pack- 
aging trades were running in short 
supply, and prices were rocket- 
ing beyond all expectations.” 

Some of the consequences of 
the present paper position were 
becoming painfully clear. The re- 


Chamber of 


disappearance of advertising 
mediums on which they are to 
some extent dependent.” 

One alleviating feature noted 
by the report is that “compared 
with advertising costs in other 
parts of the world, British adver- 
tising costs would appear to be 
lower, and newspaper publishers 
have argued that their rates, in 
particular, are still lower than 
the cost of doing advertising by 
any alternative method.” 


A group pictured at the Advertising and Publishing —_ of the 


Manchester Chamber of Commerce. 


(Pratt and Co. 
(Manchester Billposting Co. 


L. to re C. Hardwick 


(Advertising) Ltd.), Alderman James Bleackley 
Ltd.), Walter J. Harrop (managing 


director, Osborne Peacock Ltd.), John Newton (John Newton Publicity 


Ltd.), C. F. Doncaster (Textile Mercury and of C. 


H. Clarke Ltd.), 


W. H. Spurr (chairman, Emmott and Co., Manchester), and W. 
McMillan (advertising director, Manchester Guardian and Evening 


News 


pest of the section adds: “Pub- 
shers, unable to bear the whole 
cost of heavy increases in the 
cost of raw material, are having 
to make decisions as to how some 
part of the burden is to be 
shared. 

“While, in some cases, the cost 
to readers of publications may 
be increased it is obvious that 
advertising rates also will have 
to go up. Particularly is this 
so in the case of small technical 
journals with limited circulations. 

“Unfortunately advertisers find 
themselves in a very difficult 
position. Not only do they need 
advertising to maintain their 
sales and develop their business, 
but they also realise the impli- 
cations of a refusal to face the 
increased prices. It could result 
in the further emaciation or 


David H. Bond have been 
appointed London and Provinces 
advertisement representatives for 
Top Gear, the Scottish motoring 
magazine (bi-monthly) published 
by Scottish Features Ltd., 
Edinburgh. ; 


Howards Publicity Ltd., Man- 
chester, are now the sole adver- 
tising contractors for Fishwick 
Motor Services, Leyland, Preston. 


Ltd.). 


Paper- Prices : More 
Increases 


Further increases in per 
prices will add substantially to 
the costs of print buyers. Esparto 
papers, which form the body for 
art paper and other coated quali- 
ties used extensively by adver- 
tisers, have been raised by £28 
per ton, bringing the price to 
£120 per ton. Corresponding in- 
creases for coated papers are 
expected 

Wood free papers, widely used 
in the better quality printing and 
publicity, have been raised by 
£20 per ton. For quantities of ten 
tons and over consumers will 
have to pay £106 per ton for the 
machine finished or super-calen- 
dered qeality, £109 per ton for 
cream laids and woves. Wood 
free cartridge papers are up by 
£21 to £113 per ton. 

_ A few grades of papers, includ- 
ing newsprint and mechanised 
printings (the latter are much 
used for less expensive publicity 
pieces) are still price-controlled 
and an early announcement of in- 
creases is expected in trade 


circles. 
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ADVERTISER'S WEEKLY 


Roy 


Hardy, Ex-Chairman 


Of London Club, Dies 


Mr. Roy Hardy, one of the 
best known and most popular 
figures in London advertising 
circles, died suddenly last 
Friday. A 
sufferer from 
asthma, he 
had been ad- 
mitted to the 

ya i 
Masonic 
Hospital the 
9revious 


Tuesday. He 


minds he 
will remain 
particularly 
associated 
with the 
Publicity Club of London, A 
prominent member since its in- 
ception, a past chairman and a 
vice-president, he had for some 
time been engaged in writing the 
Club’s history, which it is under- 
stood he had almost completed. 

Until nearly three years ago he 
contributed the “Mainly  Per- 
sonal” page of ADVERTISER'S 
WEEKLY. 

Roland Carmichael Hardy 
came to Fleet Street in 1906. 
Early. in his career he was asso- 
ciated with the firm of R. 
Lang. During the war he was 
prominently connected with the 
famous Gaieties concert party, 
and at the conclusion of hostilities 

e became advertisement mana- 
ger of the Cologne Post, the 
British daily newspaper for the 
army of occupation. 

On his return, his advertising 
business had been re-started for 
him by his brother Julian (of the 
accountancy firm of Hardy and 
Hardy, for many years honorary 
auditor of the Publicity Club of 
London). In September 1930 he 
joined forces with the recently- 
formed Tune, Knox agency, 
which changed its name to Knox 
and Hardy. with himself as 
general manager. He remained 
with them for four or five years; 
then, after various other associa- 
tions, carried on independently as 
advertising agent and consultant 
till the time of his death. 

Mr. Hardy was chairman of the 
Publicity Club in 1926-7, About 
this time he organised from Lon- 
don the Empire Display Week 
for the Empire Marketing Board. 
For services to Anglo-American 
advertising he was made an hon- 
orary member of the Poor 
Richard Club of Philadelphia. 
His interest in practical art was 
shown by his membership of the 
London Sketch Club, on which 
he served as a councillor for a 
while. _The conception and or- 
ganisation of the national adver- 
tisers’ Poppy Day reminder cam- 
paign, which secured many 
thousands of pounds worth of 
free advertising and _ publicity 
each year for Earl Haig’s Appeal 
Fund, was his work; and he was 


Roy Hardy 


a founder member of the Fleet 
Street branch of the British 
Legion. 

He was a patron of the Regent 
Advertising Club since 1947. A 
member of the Fleet Street 
Column Club, he was present at 
its recent Christmas luncheon. 
His Masonic Lodge was _ the 
Anglo-Overseas. 

One of 11 children—his mother 
died last year at the age of 97— 
Roy Hardy never married. 

The funeral will be at Golders 
Green crematorium to-morrow 
(Friday) afternoon (no flowers by 
request). A memorial service 
will be held in St. Dunstan’s-in- 
the-West, Fleet Street, next Thurs- 
day at 12.30 p.m.  Prebendary 
A. J. Maedonald officiating. 


Mr. Frank R. Goshawk, of J. 
Walter Thompson Co., Ltd., 
writes: 

“After a friendship of nearly 
25 years with Roy, I feel I have 
lost something quite irreplace- 
able. Life had never been easy 
for Roy, but hard work, tenacity, 
and a stiff upper lip pulled him 
through many difficulties; with 
an honest sincerity of purpose ne 
always kept his feet in the stirrups 
when his mount was stumbling 
and threatening to throw him. 


“Roy Hardy will be missed by 
many advertising men, especially 
the older members of the Publi- 
city Club of London. His quiet, 
scintillating wit, particularly at 
Masonic Uinnérs, was a joy to 
listen to.” 


Arnold Jones 


McConnells, the Irish adver- 
tising agency, have formed a new 
company, McConnell’s (London) 
Ltd., to take over the British 
accounts handled until now by 
their London branch office: !t 
will operate from the same 
address: St. Stephen's House, 
Westminster. 

Announcing the development. 
Mr. Charles E. McConnell, 
managing director, says that the 
number of _ Irish products 
marketed through McConnell’s 
in this country, and the growth 
of their purely British business, 
made this step necessary. 

Other directors of the new 
Company are Mr. J. C. 
McConnell, and Mr. W. M. 
Good. General manager is Mr. 


Irish And 
Welsh 
Agencies 
Link 
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STOUT WORK AT THE BREWERY 


Eight stages dealing with the 
campaign for Reid's Special 
Stout are pictured in the main 
hall at the headquarters of 
Watney Combe Reid & Co., for 
3.600 employees to study. 

A special window display, 
designed by Mr. T. Burden, under 
the direction of Mr. D. P. 
Johnson, of the advertising 
department, shows: the adver- 
tising committee, agents and 
manager discussing plans; indoor 
sales aids designed by Alfred 
Pemberton Ltd.; outdoor adver- 
tisements; window display staff 


"Trade Mark Contest 

The International Silk Associa- 
tion is to hold an open competi- 
tion for the design of an inter- 
national trade mark for silk 
goods. Entries must be submitted 
to the Silk and Rayon Users’ 
Association, 49 Park Lane, W.1, 
by Suty 1. First prize is £350. 


C. E. McConnell 


Arnold E. Jones, who also 
remains managing director of 
Good Publicity Ltd., of Colwyn 
Bay. Mr. J. C. McConnell is 
joining the Good Publicity 
Board, replacing Mr. Percival 
Jones, who has retired. 

The association of the two 
agencies has geographical advan- 
tages (Colwyn Bay is midway 
between London and Dublin) 
and permits the pooling of 
certain specialised services. It 
will not affect the handling of 
either Company’s accounts in any 
other way. 

Mr. Arnold Jones started Good 
Publicity Ltd. five years ago. 
since when it has become one of 
the most successful of the 
smaller provincial agencies. 


planning the first Reids window; 
the “final window display” 
brought up-to-date with the use 
of Day-glo; newspaper adver- 
tisements and Press schedule; a 
collector discussing the campaiga 
with a licensee; and a Press 
advertisement holding the 
reader's attention. 

The photographs were taken 
by Hobbs Offen. Watney’s build- 
ing department assisted in the 
preparation of the display and 
did all the lettering of the key 
to the Photographs. 


Paver Chase—! 


Collect More, 
Use Less 


The printing, bookbinding, 
and allied trades section of 
Manchester Chamber of Com- 
merce have urged all indus- 
trial and commercial under- 
takings to adopt a firm policy 
for clearing their premises 
regularly of all used and un- 
wanted paper and cardboard 
for salvage. 

They are urging the City 
Corporation to expand its 
waste paper collecting scheme. 

The Chamber’s advertising 
and publishing section have 
called for “a drastic curtail- 
ment of the extravagant use 
of paper by Government de- 
partments. 


Packaging Tests 


Resistance to fading in sun- 
light, opacity, and colours of 
printing and packaging materials 
can now be accurately measured 
and the measurements recorded 
through a new service for mem- 
bers and non-members set up by 
the Printing, Packaging and 
Allied Trades Research Associa- 
tion. 

With one exception the instru- 
ments used in these tests and 
measurements have been devised 
by Patra in collaboration with 
three firms of instrument manu- 
facturers. They were first demon- 
strated at an exhibition in Lon- 
don on September 19 last. 
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CLUB NEWS 


‘Business Suicide To Ignore Youth’ 


ADVERTISING’S LEADING LADIES 
AT LONDON CLUB 


By ignoring youth advertisers neglect an important market 


with rich potentialities. This was the opinion 


of three of 


advertising’s leading ladies when they addressed the Publicity 


Club of London on Monday. 


Speakers were: Mrs. Ashley 
Havinden, director of W. S. 
Crawford Ltd.; Mrs. Mary Gow- 
ing, account executive of S. H. 


Benson Ltd; and Miss K. 
Murphy, director and general 
manager of Linguaphone and 


immediate past-chairman of the 
British Direct Mail Advertising 
Association. Miss Doris Richard- 
son, president of the Women's 
Advertising Club of London, 
presided. 

Mrs. Ashley Havinden felt that 
advertisers underestimated the 
mentality of present day youth. 
Young people of to-day were 
“ruthlessly sane and analytical.” 
They were unsentimental and op- 
posed to all false sentiments. 

“We should take this appeal of 
youth very seriously,” said Mrs. 
Havinden. “It is not only sound 
common-sense, it is good busi- 
ness. These young people are 
going to live twice as long as we 
are. From that point of view 
alone they are worth cultivating.” 


Coupon Lovers 
Treated Seriously 


Miss Murphy spoke of her 
practical experience with mail 
order advertisements. Before the 
war when special offers were 
made in coupon inset ads. many 
young children loved filling in 
the coupons and returning them. 
These replies were not ignored 
but treated quite seriously. In 
later years this attention had re- 
sulted in good dividends. 

Miss Murphy also presented to 
the meeting the results of an in- 
teresting research she had carried 
out among boys and girls of 
17-25 years of age, She found 
that the single ones formed their 
buying habits from advertise- 
ments. The unmarried girl, with 


IN BRIEF 


The Regent Club educational 
classes re-started with a talk by 
Mr. B. W. Wood, of C. & E. 
Layton Ltd., on “The Foundry.” 


Mr. E. (Ted) Passaway has 
taken over the editorship of 
Regent Activities from Miss Pat 
Meyrick, who resigned owing io 
pressure of other business. 


Members of the junior section 
of Manchester Publicity Associa- 
tion visited Manchester Central 
Library Theatre recently to see 
a puppet show. 


regard to branded foods, relied 
mainly on those recommended 
by her mother, but she was also 
aware of many more brand 
names than one would expect. 
With the newly married girl there 
was an increasing tendency to 
test different brands, particularly 
those advertised in recent years. 
This applied particularly to soaps 
and detergents. 

Three out of four girls had the 
same preference for face powder 
—one that is widely advertised. 

To ignore youth was business 
suicide, declared Mrs. Gowing. 
Famous advertising characters of 
her childhood days, such as 
“Bubbles” and “Sonny Jim,” had 
made an everlasting impression. 

More attention should be paid 
to art work. They should be 
helping to form the young 
readers taste because they also 
helped to re-form their parents 
tastes. They introduced new ideas 
into the home. 


Oxford 


‘Copywriters Should 
Read The Bible’ 


Mr. C. J. Rose, advertising 
manager, Scott & Bowne Ltd. 
addressing the Advertising Club 
of Oxford, advised the young 
copywriter to study the Author- 
ised Version of the Bible. There 
he would find simple two-syllable 
Anglo-Saxon words which he 
should prefer in his advertising 
copy. 

Of the thousands of pieces of 
copy that appeared in print, said 
Mr. Rose, only in rare cases was 
it known which sold the most 
goods. Only the direct mail ad- 
vertiser could test each particular 
piece of copy, and then it was 
often found that those esteemed 
to be best by the experts had little 
effect on readers. 


Leeds 


150 Children Came 
To The Party 


The Publicity Club of Leeds 
children’s Christmas party was 
held on Saturday, at the Astoria 
Ballroom, Leeds, when the chair- 
man, Mr. Henry J. Sutcliffe, and 
Mrs. Sutcliffe welcomed 150 
young guests. As well as games, 
dancing, a real party tea, and a 
cabaret of youthful dancers, there 
was also Father Christmas who 
distributed gifts. 


C.D.C. Appoints 
Public Speaking 


Organisers 


The meeting of the Club 
Development Committee of the 
Advertising Association, held at 
Hull on Saturday was attended 
by delegates from the following 
Clubs or Associations: Regent, 
Glasgow, Newcastle-upon-Tyne, 
Leicester, Hull, London, Leeds, 
Sheffield, Birmingham, Coventry, 
Portsmouth and Southsea, and 
Manchester. 

Commander Alan Robertson- 
Macdonald, chairman of the 
committee, presided. 

The Committee unanimously 
agreed that the closing date for 
entries for the National Adver- 
tising Public Speaking Contest 
for the 1950/51 session should be 
March 1, and that the subsequent 
time table of the contest should 
be fixed so that the final could 
take place during the period of 
the International Advertising 
Gonference, and that it should 
take place in London. 

The following were appointed 
as Area Organisers for the com- 
petition: 

North: Mr. Robert Williamson 
(Leeds); Midlands: Mr. J. E. 
Winford (Coventry); South: Mr. 
Norman Groome (London). 

Details of the Clubs’ Day pro- 
gramme at the International Con- 
ference were considered, and 
approved in principle, the work- 
ing out of the details being left 
to the Clubs’ sub-committee of 
the Conference Programme Com- 
mittee. 

The next meeting of the Com- 
mittee will be held at Leeds on 
April 7. 


ADVERTISER'S WEEKLY 
Berks and Bucks 
‘Point-Of-Sale Is 
Poor Relation’ 


Last Thursday's meeting of the 
Berks and Bucks Publicity Club 
at Slough took the form of an 
open forum led by Mr. A. J. 
Symes, editor, Display, Design & 
Presentation, Mr. A. R. Sawtell, 
display manager, British Euro- 
pean Airways, and Mr. D, A. 
Lamb, of City Display Organisa- 
tion, who are the contractors for 


Slough’s Festival Spring Fair 
organised by the Chamber of 
Commerce. 


Advertising men, said Mr. 
Symes, knew that the 700,000-odd 
retail shops in this country car 
not be ignored, yet point-of-pur- 
chase display was the “poor rela- 
tion” of the profession. There 
was very little statistical informa- 
tion and the display designer was 
seldom taken into the manufac- 
turer’s confidence with regard to 
policy. But there was a happy 
trend compared with pre-war 
days: displays were being made 
of better materials and becoming 
more “third-dimensional”; and 
advertisers were beginning to 
realise that “quality wins its way 
into the window.” 

Points raised in discussion 
were: Advertising agents were 
reluctant to provide a display ser- 
vice; window display would still 
be an influence, even if the self- 
service system comes in; the 
comparative values of counter 
and window shows were depen- 
dent on both the type of shop 
and the class of goods. Mr. 
Sawtell claimed that lavish shows 
in travel agents’ windows had 
done a lot to “sell” British flying 
all over Europe. 


Leon Goodman will speak to 
the Liverpool Publicity Club on 
roamety 19 about exhibition dis- 
play. 


*‘Freds’ Raised £1,002 For N.A.B.S. 


A cheque for £1,002 17s. 7d., 


proceeds of the “Two Freds” 
cricket match last September, 
was handed to Mr. Harold 


Vernon, president of N.A.B.S., b 
Mr. Andrew Milne, chairman o 
the Fleet Street Co!umn Club, on 
Friday, as seen below. 

The presentation took Place 


at an informal luncheon party, 
attended by the principal organi- 
sers of the match. Among those 
present were the two Freds—Fred 
Harradence and Fred Slaughter— 
and Mir. W. C. G. Drew, in his 
capacity as vice-chairman of 
N.A.B.S. 


Mr. Milne paid special tribute 
to the “back room boys” who 
constituted the third team, and to 
their chairman, Mr. Harold Fish. 
After Mr. Vernon had acknow- 
ledged the gift, which. he 
welcomed as a contribution to 
the £25,000 it was hoped to raise 
during his year of office, Mr. 
Milne called on other members 
of the Club, who briefly said how 
glad they were to help and that 
they hoped to do even better next 
year. 


The balance sheet showed that 
“Bill” Hibbitt sold £148 10s, 
worth of tickets, David Clackson 
£91 9s. Revenue from advertise- 
ments was £537 10s., from the 
auction, etc., £308 13s. 
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W. Shearman, Willing’s Press Service Space 
Buyer : A. G. Roberts Holds Watching Brief: 
Philip Wilson Joins Freeman As Account 
Executive : Changes At Spottiswoode, Dixon 


W. G. Shearman has been ap- 
pointed space buyer to Willing’s 
Press Service. ; 

This appointment is occasioned 
by the illness of A. G, Roberts 
who for the past 18 months has 
combined the duties of editor of 
Willing’s Press Guide with space 
buying. “Bob” Roberts, who has 
been with the organisation since 
leaving school, will continue to 
hold a watching-brief. ‘ 

“Wally” Shearman was with 
Willing’s from 1933 to 1939 as 
space buyer and at the outbreak 
of war joined the Metropolitan 
' Police. 

* * * 
Philip H. Wilson has joined 

Robert Freeman Co. Ltd. as a 
' senior account executive. Mr. 
Wilson was a senior account 
executive with Masius & Fergus- 
son Ltd., whom he joined in 
_ 1943. Previously to this he was 

with C. D. Notley Advertising 
- Ltd. 


my 


te 


* * * 


Howard Wadman will join T. 
Booth Waddicor & Partners Ltd. 
on January 14 as creative mana- 
ger. Since returning from New 
Zealand in 1949 he has been a 
copywriter with Masius & Fer- 
gusson Ltd. Before the war he 
__ was creative manager at Everetts 
and a group leader at London 
Press Exchange. 

* * * 


_ Jack Beddington, vice-chair- 
_ man of Colman, Prentis & Varley 
Ltd., will leave by air for 
Caracas next Monday. He is 
' going to Venezuela on business 
in connection with C.P.V. Inc. 
He expects to be away for about 
three weeks. 
* * * 

Miss M. G. Jackson, who was 
sole proprietress of A. H 
Grantham & Co., Ltd., Reading, 
from the death of the late A. H. 
Graham until early this year, has 
recovered from her recent illness 
and rejoined the board of direc- 
tors. Ian F. Buchanan, manager, 
has also became a director. 

Recent staff anpointments are: 
W. G. T. Howe (from Cooks Pub- 
licity Services Ltd.) to be outside 
executive and J. Vaisey Manners, 
to be art director. 

* * * 


Derek Lowe, managing direc- 
tor of Direct Photo Engraving 
Co., gave an instructive talk and 
proved a fine host when Harold 
Butler’s North-West Polytechnic 
advertising class were guests at 
the Earl Street works. 


Pe 


— 


Following staff changes are 
announced by  Spottiswoode 
Dixon & Hunting Ltd: C. F. 
Swain, while continuing to 
responsible for the Press depart- 
ment, to become account director; 
S. M. Ponton, assistant space 
buyer, to become manager of the 
Press department and _ space 
buyer; C. Edwards to become 
personal assistant to W. J. 
Barter, director, in addition to 
his position as office manager; 
and W. J. L, Dunnett to be pro- 
duction manager to take charge 
of the centralised mechanical 
production department. 

* . * 

H. D. Perkins has resigned 
from T. B. Browne Ltd., where 
he was manager of the outdoor 
publicity department, to become 
manager of David Weston & Co. 
and of Finchley Billposting Co. 
Before joining Browne 
Ltd., he spent 18 months with 
Alfred Bates and before that he 
was with David Allen in Scot- 
land. 7 
* * * 

E. W. Harding has resigned 
from Brand & Co. Ltd., makers 
of food products, where he was 
advertising manager. No new 
appointment has yet been made. 

* * . 

Austin Boreham, who has 
long been responsible for the 
advertising and publicity activi- 
ties of Burroughs Adding 
Machine Ltd., is taking over the 
development of important new 
activities within the Burroughs 
organisation. These will involve 
heavy demands on his time, and 
necessitate relinquishment of his 
advertising interests. 

oa * ‘* 
Additional 
| advertising 
repreventa- 
tive to cover 
~) the interests 
of the 
+ Condé Nast 
; Publications 
jin the 

Midlands is 
| F.J. Benford 
+) who was an 
| account exe- 
cutive with 


le 

advertising 
agents. Mr. 
Benford was formerly a member 
of the Bristol and Cheltenham 
Operatic Societies and _ the 
Tripoli Repertory Company. 
He is a keen amateur portrait 
artist and caricaturist. 


F. J. Benford 
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J. L. Beddington 


P. H. Wilson 


W. G. Shearman 


Frank A. Hoare, of Merton 
Park Studios, has been elected 
unopposed for a fourth time as 
chairman of the Association of 
Specialised Film Producers, and 

Carter of GB. 

Instructional for the second year 

as vice-chairman. 
* * ~ 

Graham Leich, formerly with 
the research department of 
Pritchard, Wood & Partners, has 
joined the market research divi- 
sion of T. B. Browne Ltd. as 
assistant research officer. 

* * * 


Ronald L. Champion, sub- 
editor with the Gas Journal, has 
joined the staff of Burroughs 
Wellcome & Co. as public rela- 
tions officer and editor of the 
company’s house magazine, 
Foundation News. He succeeds 
F. B. Ransford who retired last 
month. 

* + * 

Osborne-Peacock Co., Ltd., 
have appointed Leila Danbury 
Press relations officer in charge 
of their editorial information 
service. She will operate from 
the London office but will be in 
close contact with Manchester 
and Glasgow. 

* * * 

Oscar Walker, general sales 
manager of the Dunlop Sports 
Company, has been appointed to 
succeed A. E. Burden, who retired 
on December 31, as a director of 
the company. 

. * * 

Bruce Woodhouse has been 
appointed Press officer to The 
Machine Tool Trades Associa- 
tion. 

On the editorial staff of Ilus- 
trated from 1938, he joined the 
publicity department of London 
Film Productions Ltd. after the 
war, and at the time of his pre- 
sent 2>pointment was with Aims 
of Industry Ltd. 

* * * 

Olive Jones, editor of House- 
wife, is touring the country 
during this and next month to 
meet winners of Hoover washing 

~ Machines in the Housewife 

— for maternity dress 

ints. 


* * * 
Diana Riviere anc Anne Cuth- 
bert, of the editorial staff, are 
also taking part in this “Meet- 
the-Readers” tour. Hulton Press 
regional managers and circulation 
representatives are co-operating. 


* * * 

Peggy Teague has left the 
London Transport Executive 
Public Relations office after 17 
years’ service. 


First public relations appoint- 
ment made by Pan American 
Airways Inc. in the Middle East 
and India, goes to an English- 
man, Claude R. Potter, who has 
left London to direct the com- 
pany’s public relations policy in 
that area. 

Aged 36,-Mr. Potter had for 
the past six months worked on 
the editorial staff of the National 
Coal Beoard’s monthly Coal 
magazine and was formerly on 
the night picture desk with the 
Daily Express. From 1946 to 
the end of 1949 he was pictorial 
publicity director, J. Arthur 
Rank Organisation. During the 
war, he edited Air Force News, 
a 24-page newspaper with a 
circulation of a quarter of a 
million in the Middle East and 
Africa. 

* * 

Stanley Corthine has joined the 
creative staff of Alfred Bates & 
Son Ltd. He was art director 
with Norfolk Studio and had been 
with Lintas and Willing’s Press 
Service. 

- a 


H. A. R. Binney has been 
appointed director and secretary 
of the British Standards Institu- 
tion in succession to the late 
Percy Good. 


Colonel And The 
Peace Petition 


A young woman canvasser for 
a peace petition has summoned 
the managing director of Colman, 
Prentis & Varley, Colonel A. 
Varley, of Edith Terrace, 
Chelsea, for assault. Colonel 
Varley pleaded not guilty, at West 
London Court on Saturday, and 
the summons was adjourned until 
January 20. 

Defendant—who was recently 
involved in a car accident— 
hobbled into Court on crutches 
and was allowed to sit. 

Complainant was Mrs. Kitty 
Marguerite Dennis of Edith 
Grove, Chelsea, who said that 
Col. Varley threw her peace 
petitions on the fire, seizing her 
by the shoulders and pushing her 
into a chair to stop her rescuing 


them. 
She denied returning to the 
house with a gang of Fulham 


Communists. 

A doctor said Colonel Varley 
was suffering from fractures of 
the pelvis, ribs, and arm. At the 
time of the alleged assault he had 
just started to use crutches. He 
would have had to let go of them 
to push a woman into a chair. 
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THE OLD BAILEY 


The Recorder of London 


BY CAR ACROSS THE SAHARA 
Dudley Noble 


FURS TO ENFOLD YOU 


Patricia Hunt 


THE WINTER EXHIBITION AT BURLINGTON HOUSE 
Geoffrey Harmsworth 


THE COLOMBO PLAN 
L. D. Gammans, M.P. 


Some typical 
Features from 
recent issues of :— 


WORLD AFFAIRS - FASHION 
SPORT - MUSIC - TRAVEL 
FILMS - ART - HUMOUR 
THEATRE ~- FICTION 
NATURAL HISTORY 


SCIENCE 


G. LINDLEY SPARKES 
ADVERTISEMENT DIRECTOR 
114 FLEET STREET, LONDON, E.C.4 
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Green Light, Please! 


I: anything will shock people into realisation that we are 


threatened by another fuel crisis, it is the re-imposition of the 

ban on shop window and advertisement lighting. For people 
like brightly lit shop windows, and they gaze entranced at the 
flashing signs advertising this and that in city streets and squares. 
Now that they are once more to be deprived of these pleasures, 
they will sit up and take notice and ask why. By re-imposing the 
ban, harsh though it may seem, the Minister of Fuel and Power 
has shown an understanding of public psychology that dis- 
tinguishes him from some of his colleagues. 

Justifiable as an emergency measure though the ban may be, 
it can only, at the opening of Festival Year, be regarded as an 
evil necessity. This year, of all years, the streets of our cities and 
towns must be welcoming, by night as well as by day. Windows 
must be attractively bedecked and lighted, colour and gaiety 
must strike the festive note. Our visitors from overseas must 
find no curfew of gloom to drive them to their lodgings as soon 
as darkness falls. 

Vast preparations are, in fact, in hand to ensure that adver- 
tising, by sign and display, does in fact play its full part in creating 
the Festival atmosphere. Those engaged in these preparations 
are now thrown into confusion. Do they carry on, completing 
the plans that have already involved them in much labour and 
expense, or do they cut their losses? The, latter course would be 
unthinkable. Whatever lights must be switched off, the green 
light should shine for them. 

The Minister should state plainly that the ban is a temporary 
measure, which will be abrogated as soon as the winter is over 
and the immediate fuel ¢ crisis peril has passed. 


Case For A Thaw 


VEN advertisers in Great Britain who complain that rates 
here are too high will deplore the action of the Irish Govern- 
ment in freezing newspaper advertisement rates by decree. 

There is something to be said for any government in any 
country trying to keep down the cost of living by imposing price 
control on necessities of life. But advertising, though necessary 
to business, is not, like food, clothing and shelter, essential to 
existence. If rates become exorbitant, advertisers can rebel. The 
law of supply and demand is free to operate. Price control is 
therefore unwarranted. 

The Irish newspapers are penalised because they are now 
forbidden to implement rate increases made to meet rising costs 
of newsprint and labour. Their revenues are to be frozen while 
their costs are not. On the face of it, this appears unfair. It is 
to be hoped that the representations of the Dublin Newspaper 
Managers’ Committee will result in revocation of a decision both 
wrong in principle and inequitable in its incidence. 
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To-morrow’s Topics 


pro- 
cannot find 


other country, an advertising or- 
STORY Society? No one 
N.A.B.S. can justi- 
well be that delegates to the 
hear what it is and what it does. 
ary sessions at the Conference 
tions, but to tell overseas delegates 
detailed programme has not yet 
include such a session. 
a place for one, there might be 
gates. This seems a matter its 


Is THERE; in the U.S.A. or any 
ganisation comparable to the 
National Advertising Benevolent 
seems to have 
WORTH heard of one. 
TELLING fiably claim to be 
unique. It may 
International Advertising Con- 
ference might be interested to 
The suggestion has been made in- 
formally that one of the subsidi- 
might be devoted to N.A.BS., 
not, of course, to beg contribu- 
about N.A.B.S. and to give them 
the chance to ask questions. The 
been finalised and made public, 
so it might not be too late to 
Even if the Conference 
gramme committee 
some other way of bringing 
N.A.B.S. to the notice of dele- 
Council might consider. 
—-— 


—_— — 
Not A FEW are wondering what 
will be the outcome of the cur- 
rent growth of book publishing 
activity by the national news- 
papers. There is 
OUTLET nothing, of course, 
FOR new in this. For 
many years, news- 
ENTERPRISE papers of all kinds, 
national and local. 
have published books. One cf 
the best known, the Daily Mail 
Year Book, is in its Sist year. 
But lately, and especially since 
paper (other than newsprint) was 
freed from control last March, 
more and more newspapers have 
entered the book publishing field. 
notably that of children’s 
annuals, in a big way. As pub- 
lishers of popular books, news- 
Papers are obviously in a strong 
position, for the newspaper and 
book departments can help each 
other. The newspapers can ad- 
vertise the books. both editorially 
and in the advertisement columns, 
and the books, often by inclusion 
of the newspaper's name in the 
title, advertise the newspaper. 
Book publishing is, in fact, 
valuable form of newspaper sales 
promotion, and one that costs the 
newspaper nothing, as the books 
pay for themselves. 
Probably the main reason for 
the book publishing expansion 
noted, however, is the newsprint 


EES ee 


. NBT SALE IN BXCESS OF 60,000 A MONTH. THE NATIONAL MAGAZINE CoO. LTD. 28/30 GROSVENOR GARDENS, LONDON, S$.W.l 


shortage. A publishing concern 
must maintain and if possible en- 
large the volume of its business. 
If precluded from doing so in one 
direction, it seeks other outlets 
for its capital and resources. 
One can therefore expect news- 
papers to continue to expand 
their book publishing enterprises 
as long as the newsprint shortage 
lasts, provided that the shortage 
of book papers does not grow 
more acute. 
— 


PAGE size makes no significant 
difference in the remembrance of 
the advertisements appearing on 
the pages, according to experi- 

ments recently con- 
QUESTION = ducted at McGill 

University, 
FOR Montreal. There- 
RESEARCH fore decisions to 

place an ad. in a 
large or small size magazine 
should be based on factors other 
than the absolute dimensions _of 
the page. For what this is worth, 
it should please British magazine 
publishers, for if accepted, it 
should simplify the issues to be 
considered if ever the choice be- 
tween large and pocket size has 
to be made. Most magazine sizes, 
it is true, are now stabilised, on 
grounds of publishing conveni- 
ence and reader-preference, but 
one can imagine circumstances 
that’ might necessitate changes. 
And what holds good for Canada 
does not necessarily hold good 
for Great Britain. 

Perhaps the Market Research 
Society committee that is con- 
sidering reader-impact of adver- 
tisements might put this question 
on its 1951 agenda. 
—_ = 


— 
To-DAy, in many areas, there is 
a blanket famine. This is because 
something like twelve weeks 
stocks were cleared within about 
a week, after it be- 
PRICE non —y v8 that 
as from January 1 
PROBLEM the prices of utility 
AHEAD blankets, which 
constitute 98 per 
cent of home supplies, could be 
increased by up to 66% per cent. 
Within three months, however, 
stalemate in the blanket market 
is expected. Stocks will have 
been replaced, at the enhanced 
price; nobody will want to buy. 
During the coming year, while 
some goods may become scarce, 
and need no selling, advertising 
skill may be called upon in cases 
such as this to shift stocks that 
are plentiful but hard to sell. 
ROUND TABLE 
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When the publishers of the Encyclopaedia Britannica booked this quarter double in the Sunday Pictorial they 
expected good results. But the actual results exceeded all expectations. There were, in fact, many hundreds 
of replies, and what is more important, a large percentage of them resulted in sales of this 
distinguished publication. 


This proves, once again, the remarkable pulling power of 


me 
ss 


“aq 


the Sunday Pictorial, which applies to all classes of 


product. Moreover, advertisement space in the Sunday 


* 


- 


Pictorial is particularly economical, its square inch per 
thousand rate (it works out at °58d.) being actually 9-3%, 


less than it was in 1939. 


Sunday Pictorial 
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O many calendars sent 

hopefully for use in the 

boardroom are banished to 
the outer office and finish up in 
the smallest room in the build- 
ing simply because their design- 
ers forgot that a calendar is a 
tool, not a decoration. 

There is no manifestation of 
graphic art in which functional 
design is more essential than in 
calendars. A man puts one in 
his office to tell him the date— 
not always just to-day’s date, 
but often the date some day past 
on which an event occurred to 
which he must refer, or a day to 
come for an appointment. 

This is all so obvious that the 
rampant functional inefficiency of 
calendars is inexcusable. A 
high proportion has illegible date 
panels or blocks. Many are 
smothered with advertising 
messages, addresses and telephone 
numbers, and look more like 
advertising showcards or posters 
than calendars—and why expect 
a customer to advertise your firm 
on his office wall? 

* * * 

MOST ELABORATE of the 1951 
calendars is that of Whitbread’s 
the brewers. It measures 17} in. 
deep by 13 in. wide, and is. wire 
bound along the top edge with 
an ingenious little bent wire loop 
to hang it by. The front cover 
in full colour and gold is 
reminiscent of the design of old 
Dresden china. 

The next page is devoted to an 


Calendars 


52 


Should 


TELL The Date 


introduction which describes the 
rise of the inn. There ‘are then 
twelve pages, one for each 
month, each designed in similar 
style with a background in glossy 
black. Enclosed in a gold and 
white border is a picture by Leigh 
Pemberton measuring ten by 
eight. The series of twelve 
paintings, each exquisitely done, 
covers the period 1751 to 1951. 
The only advertising consists of 


PRINT REVIEW 


by 
Brian Hilton 


the words “1742 The House of 
Whitbread 1951,” in gold script 
on the black. 

My one criticism of this 
magnificent job is that the 
calendar date section measures 
3% in. deep by 4} in. wide, but 
the type is so small (12 pt. Times 
Bold) that maximum reading 
distance is about four feet, 
whereas the calendar as a whole 
is designed to be viewed across 


CHATHAM 


tham 


illingham & Strood 


“UONDON ARTHUR CLAY, 80 FLEET.STREET cen. 7500 


| fect. 


a room, The pic- 
ture pages afe in- 
terleaved by plain 
white sheets carry- 
ing short essays on 
the periods covered 
by the following 
pictures, the essays 
being by James 
Laver. Production 
was by the Holden 
agency, and print- 
ing by Henry Stone 
of Banbury. 
7” - 


EVEN LARGER in 
area, being 20 by 
15, is an equally 
fine calendar for 
John Laing and 
Son Ltd.. the 
builders. This, too, 
is described as a 
“Calendar for the 
Festival of Britain 
Year 1951.” it 
contains six grand 
paintings by 
Terence Cuneo of 
building operations 
and completed 
buildings by 
Laings. These 
paintings are re- 
produced 124 in. 
deep by 15 in. wide 
(they bleed top and 
sides), and in this 
size are most im- 
pressive. The lower 
74 in. of the page 
are white and 
calendars for two 
months are printed 
in Perpetua Titling 
24 pt., with smaller 
calendars for the 
previous and the 
following months. 
This arrangement 
is pretty well per- 
Indeed, as a 
combination of the 
aesthetic and the 
functional, this 
calendar is the best 
I ever remember 


| seeing. Advertising 


| Tapp and Toothill 


matter is confined 
to one line across the foot of 
each page (except for the cover 
whick: is typeset.) 
* o * 
ANOTHER GIANT comes from 
Ltd., the 


printers. It is 22 inches deep 


| and 17 wide, and consists of a 
| board nearly a quarter of an inch 
| thick, bevelled in gold. On it, 


also on a heavy gold bevelled 
mount, is a painting by Fred 
Elwell, of four friends at dinner. 
The calendar is a monthly tear- 


| Off, printed black and gold, but 
| the type errs on the small side for 
| a picture that is intended to be 


seen from a distance. I would 
have thought, too, that Tapp and 
Toothill were so well known ‘o 
the people to whom they send 
this calendar that they need not 


This Whitbread calendar (above) is adjudged the 
most elaborate of 1951 (174 in. by 13 in.). 
“equally fine” calendar of John Laing & Son 


The 


Ltd. is even larger. 


JANUARY 195) 
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have printed a heavy line of 
name, description and addresses 
in Perpetua Bold caps right 
across the mount below the 
picture. The name in a lightish 
face would have been sufficient. 
* * * 

BowatTers, the paper people, 
have issued refills for their desk 
calendar, which consists of a set 
of cards and a holder. The cards 
—one for each week—carry 
pictures of 53 of the best known 
characters in the world’s litera- 
ture such as Falstaff, Scrooge, 
Don Spuizote ot eyes. 


Ascor Gas Water Heaters 
Ltd. have sent a calendar to 
overseas customers. Measuring 
144 in. deep by 8 in. wide, it 

(Continued on page 54) 
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LEADING ALL NATIONALS! 
the Dirily Record is the 


he 
first national daily newspaper in Great Britain to print 
advertisements in two colours. 


first national daily newspaper to print in three colours. 


first national daily newspaper to print in four colours. 


4 
7 


onl daily newspaper (national or otherwise) printing four- 
coloured advertisements IN EVERY COPY. 


daily newspaper offering advertisers the amazing facility 
On ly of FULL colour, i.e. not only Four separate colours, ' 
but COLOURS IN HALF-TONE COMBINATION, providing un- 
ending graduations. 


The DAILY RECORD’s unrivalled experience in newspaper 
colour printing, pre-war and post-war, is at the service 
of every enterprising advertiser and advertising agent. 


THE NATIONAL DAILY NEWSPAPER OF SCOTLAND 
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from asphalt through — 


bulldozers 
cranes 
} desks 
excavators 
fireplaces 
glass 
| houses 
incinerators 
jointing 
kerbstones 
ladders 
mixers 
nails 
omnibuses 
paints 
quarrystone 
} refrigerators 
: steamrollers 
typewriters 
uniforms 
ventilators 
windows 
X-rays 
yorkshire stone 


am fo S600» «> 
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PUBLIC WORKS ENGINEER 


will give your clients maximum selling power right 
through the alphabet in the local government 
market. Published every Friday at Is. 6d., at 3/4 
Clements Inn, Strand, London, W.C.2, and read by 
every borough surveyor, engineer, architect and 
highway engineer—and every town clerk and 
treasurer—the JOURNAL is your clients’ certain 
entry to a market with an annual expenditure of 


—completely independent; not a copy “wasted 


Print Review—continued 


carries a photograph of the Ascot 
beauty queen. The only wording 
is: “Greetings from Miss Ascot 
to all her Friends Overseas.” 
Actual mounted bromide prints 
of Miss Ascot are used. The 
monthly tear-off calendar pad 
covers three months per page. A 
product of the Gollings agency. 
* * * 


GOING EVEN not so far as 
Ascot’s modest step along the 
advertising road, is the Tailor and 
Cutter calendar. It has no 
wording on the face at all. But 
it has a reproduction of a paint- 
ing of “The Tailor,” which is 
incorporated in the sign outside 
the paper’s premises. The name 
and a blurb are on the back. The 
background is an all-over pattern 
of tailoring styles through the 
ages drawn in even white line on 
a grey ground divided into 
lozenges by white lines. 


* * * 


TWENTY-FOUR beautiful photo- 
graphs of Yorkshire make up a 
calendar issued by The Yorkshire 
Post. My copy has already 
been begged from me by a 
Yorkshireman in England, and 
I can well understand why. 

The cover picture bleeds, 
inside pictures do not. I think it 
would be an improvement if they 
did, despite the necessity for a 
white band across the foot to 
carry the dates. 

* * * 


Luton News pictorial calendar 
has twelve photographs of the 
area it covers nicely printed and 
with an admirably bold date 
panel. An example of sound 
planning within a limited budget. 

* * * 


SraFrorpD & Co. 
printers of Nottingham, have 
splashed an outdoor glamour 
girl across their calendar to the 
extent of 130 square inches. 
feel she is worthy of a better 
setting; the one she has is dis- 
tinctly Plain Jane. 

* > * 


Ltp., the 


THe British Vacuum Cleaner 
and Engineering Co. Ltd., have 
cluttered an otherwise attractive 
calendar with all their addresses, 
names of subsidiaries and trade 
names. <A pity, particularly as 
the lovely Danton Adams paint- 
ing calls for a simple setting. 

7 * 3 


THe Financial Times is one of 
the producers who has subordin- 
ated the pictures to the dates very 
happily. On a pale blue page 
15 by 104, the date panel is 44 
inches deep, black on white, and 
the picture is the same depth, and 
though it is wider, the black Gill 
Extra Bold of the dates on white 
is stronger than the water colour 
drawings of scenes from the 
Great Exhibition of 1851, twelve 
of which make up the calendar. 

The idea of~ showing these 
pctures of the old exhibition is 
particularly happy. There is an 
appropriate caption to each. 
The name of the paper is printed 


JaNuaRy 11, 1951 


in Perpetua Bold at the foot in 
. large size, but there is nothing 
else. 


* * * 


MAGNIFICENT materia! indiffer- 
ently used is, I fear, my verdict 
on the Independent ‘Newspapers’ 
calendar. Twelve lovely old 
engravings of Dublin by Brocas 
have been reproduced half tone 
on a light stone art paper and 
their character is ruined. A 
splendidly large and legible date 
panel is set in old-fashioned (not 
period) figures. What could and 
should have been one of the best 
calendars of the year is—just 
another calendar. But because 
it is such a fine date finder, it 
will not be thrown away. It is 
just the thing for a large office. 

* * . 


KEYSTONE Press Agency uses 
actual photographs of the con- 
ventional Clovelly picture with a 
tear-off daily pad. 

A. C. K. Ware (Photographs) 
Ltd., have mounted a photograph 
of a meet of foxhounds and 
added a monthly tear-off pad. 

Y Cymro, the Welsh weekly, 
reproduces Welsh photographs in 
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FINANCIAL TIMES 


The pictures are very happily 
subordinated to the dates. 


a  month-to-a-page calendar. 
Front and back covers are in 
full colour. 

Twelve ship and water studies 
with the camera make up a page 
to a month calendar put out Sy 
John Trundell and Partners Ltd.. 
one of whose activities is ship 
building. The name, address 
and activities are carried on 4 
negative tint panel jn second 
colour across the foot of each 
page. 

Venner Time Switch calendar 
is a series of advertising leaflets 
with a month’s date panel on 
each, the whole being stitched 
together and perforated. 

Brook Motors Ltd. spent a 
lot of money on highly coloured 
pictures of British views, one to 
each twelve pages. The date 
panels are also excellent, being 
legibly arranged in black. red 
and green on a yellow ground 
Production is good. But what a 
pity the advertising content 


dominates the whole. 
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Why advertise in 


VOGUE KMITTING 
BOOK ? 


1 VOGUE KNITTING BOOK has a certified net sale of over 125,000 copies per issue. 


because 


2 VOGUE KNITTING BOOK iis the only magazine devoted entirely to knitting and crochet. 
3 VOGUE KNITTING BOOK iis read by women only, 


4 VOGUE KNITTING BOOK iis published twice a year and so has an active life of at least six months. 


Da_ Each reader must refer to Vogue Knitting Book at least 150 times on an average to make one of the illustrated 
garments: there are approximately 36 designs in each Vogue Knitting Book. 


5B Since 80% of the advertisements face or are next to text matter, it is obvious that your advertisement will be seen 


far more often in Vogue Knitting Book than in any other magazine. 


Vogue Knitting Book No. 38 will be published on March 14th, 1951. 


Limited advertising space is still cvailable. 


ADVERTISEMENT RATES Colour pages £220. Black and white pages £135 and pro rata. 


THE CONDE NAST PUBLICATIONS Ltd., 37, Golden Square, W.1 
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Advertising Case Histories—7 


Gillette Introduced 


This Razor To 


Safeguard Blade Prestige 


HE Board of Trade Journal, 

among a mass of figures and 
close-set type dealing chiefly 
with corsets, brassieres and 
braces, not long ago mentioned 
casually that during the second 
quarter of 1950 sales of safety 
razor holders were almost four 
times greater than during the first 
quarter, Furthermore, comparison 
with a year earlier shows them to 
be doubled. 

Inquiry at the Board of Trade 
about this remarkable jump 
elicited the information that a 
new razor had been introduced 
during the period by Gillette 
Industries Ltd, and that sales of 
this were largely responsible for 
the increases. 

Next step was to see Mr. C. C. 
Rutherford, sales director, and 
Mr. A. R. M. Sedgwick, adver- 
tising manager, who told the 
story of the introduction of the 
Gillette “32.” 

During one of the regular 
market surveys carried out by the 
firm, the fact emerged that a good 


This is one of a series of 
stories told to “Advertiser's 
Weekly” about unusually interest- 
ing or successful selling and 
advertising campaigns. 


many men have been using their 
present razors for a very long 
time. Safety razor users were 
then asked this question: “When 
last did you buy a new safety 
razor? Less than three, six, or 
twelve months ago? Or more 
than twelve months ago?” 
Replies established these razor 
ages to be prevalent: 

Three months old or less: 

5 per cent. 
Three to six months: 
5 per cent. 
Six to twelve months: 
8 per cent. 
More than twelve months: 
2 per cent. 

Later research and figures from 
other markets indicated strongly 
that many of the razors bought 
more than twelve months ago 
were in fact at least ten years old. 

Now technical research has 
thrown up during the last ten 
years many technical improve- 
ments and refinements which 
have been incorporated in later 
models. There was a danger, 
therefore, that bad shaving results 
due to faulty, damaged, or out- 
dated razors would be attributed 
to the blades. And it is to blades, 
of course, that the firm looks for 
a substantial proportion of its 
trading profits. 

To point the way of the old 


Gillette Industries Ltd., discovered recently that most men 


use razors at least ten years old. 


As old razors reduce 


shaving efficiency, which in turn reflects on the blades 


used, it was decided to 


out an inexpensive new 


model, the Gillette “32”. Result: Overall sales of 


razors were quadrupled in the 


came on fo the 


crocks towards the rubbish bin, 
therefore, it was decided to intro- 
duce as a “summer promotion” 
a very imexpensive razor (sub- 
sequently known as the “32”). 
This, it was hoped, would toll 
the death knell of the old, faith- 
ful pre-war razors which, having 
been dropped over and over 
again, are only kept in use 


“MADE FOR FACH OTHER... 


A precision 
Gillette razor 
and two Blue 


Gillette 


GOOD MORNINGS BEGIN WITH 


GULL etre 


From the first ad. the story 
stressed the “Made for each 
other” theme ensuring that the 
ultimate objective—selling blades. 


because man is a faithful creature 
who, like Mr. Hardcastle, loves 
everything that is old--even if 
it means scratching and scraping 
his face every morning. 

By pricing the “32” to retail 
at 1s. 6d. including tax and stress- 
ing that it is none the less a 
precision-made job, it was hoped 
to induce many present-day 
Hardcastles to part with their 
antiquated treasures. At Is. 
the “32” was a good proposition 
for multiple stores and very small 
shops, thus putting it within the 
reach of youngsters and those 


quarter when the “32” 
market. 


who had been using “less expertly 
made” models. 

With each “32” set were packed 
two Blue Gillette blades, and 
from this the sales story for 
advertising was derived. “We 
know,” says the copy of the 
launching ad., “that you will get 
a perfect shave with this “32” 
set because Gillette razors and 
blades are made for each other 
. . . Used together they give you 
the world’s best shaving.” Which 
is, of course, a subtle develop- 
ment of the pre-war trend, when 
blade makers spent a lot of time 
and money designing razor sets 
which would take no blades but 
their own. 

The “32” was ready by early 
spring and launched to dealers 
shortly before the Budget was due. 
When trade Press advertising 
began to appear in April a 
success story could already be 
told. 

Consumer advertising through 

. SS. Crawford Ltd. was 
launched in May with heavy con- 
centration of large spaces in 
popular national dailies, most of 
which carried two insertions 
inside a fortnight. Coverage was 
extended in June and July when 
the same nationals as well as a 
number of Sundays and London 
evenings carried one or two more 
insertions. At the same time 47 
provincial Sundays, mornings and 
evenings carried between three 
and four insertions each, and 
two further insertions during 
August to tie up with a window- 
dressing scheme. 

Expenditure during the first 
three months on “32” advertising 
was around £20,000. 
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USE 4 GILLETTE RAZOR WITH 


Blue Gillette Blades 


THEY ARE MADE FOR EACH OTHER 


A clear affinity in style with the 

launching ad. preserved conti- 

nuity when this follow-up scheme 
was introduced. 

When, after the launching 
campaign, it was decided to 
revert to direct blade selling, 
Gillette felt that the animals 
(drawn by Eckersley) which had 
done such good service for several 
months, would not fit the bill. 
An extension of the “32” ads. 
was therefore developed in which 
the “Made for each other” theme 
expanded into “How to get a 
better shave.” This series was 
replaced recently by Christmas 
ads. which revert to Eckersley 
drawings but a completely new 
campaign has now started. 

That the Gillette “32” was 
largely responsible for the un- 
orthodox behaviour of the offici- 
ally compiled sales curve is 
beyond question. The writer 
considers it a fair estimate that 
sales over the first six months 
up to October were well over 
a million razors, 

But the ultimate objective, of 
course, is to get still more people 
to use Gillette blades by con- 
vincing them that Gillette razors 
give “the best shaving in the 
world” only if used with Gillette 
blades. 

Sales of blades have certainly 
been going up, Mr. Rutherford 
explained, but introduction of 
the “32” has been only a con- 
tributing factor. The upward 
trend has been noticed for several 
months and has included the 
more expensive blade dispensers 
which have received little adver- 
tising support during this period. 


1,200 Miles Trip—Two Big Shows 


Hannibal crossed the Alps with 
elephants. A 7-ton lorry suffices 
for Trico-Folberth Ltd., manu- 
facturers of motor car equipment, 
the only British exhibitor in the 
accessory sections at the Brussels 
and Geneva motor shows. 

All components for display 
are cased in a fitted van which 
takes the outfit on a round trip 
of 1,200 miles. Units and fixtures 
of “battleship” construction are 
used. 


For Customs purposes 50 sets 
of copy invoices running into 25 
pages detail over 1,000 different 
items. Ten days before the 
Brussels show the van was sealed 
by the Customs at the factory. 
Reaching Brussels the crew 
erected the stand in readiness for 
the export sales staff. After- 
wards their job was to dismantle, 
re-load, and transport all equip- 
ment to Geneva where 
vehicle is placed in bond until 
the Swiss show. 
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Local lad 
makes good 


Many a young Midlander starts to read The Birmingham 

Post because he thinks it is the thing to do. After closer 
acquaintance with the paper he learns why it has achieved this 
reputation. 

The Birmingham Post’s service to advertisers gives them one of the 
widest “A” class readership of any provincial morning newspaper in 
the country, effectively concentrated in the prosperous Midlands. It 
is the paper for those who will — on” as well as for those who 
have already “arrived.” 


% Diagram based popuin ie led 
Midland ons, taker t last censu 
Hirmngham approximately one milhor 


To cover the Midlands first cover Birmingham 


, > @ ° 
The Birmingham Post 
Morning Daily Member of A.B.C. 
Birmingham Mail Birmingham Weekly Post 
Evening Daily The Family Journal 
38 NEW STREET . BIRMINGHAM 2 


London Office: 88 FLEET STREET, E.C.4 


Branches at a Sse Coventry, Dudley, Kidderminster, 
‘edditch, Tamworth, Walsall and Wolverhampton soning - 
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They all read PLAYWAYS! 


This bright and attractive magazine goes into 
homes where there are children in the 5 to 11 
age group. And in many families its pages have 
to be read every night—not only by the children 
but also by the parents. 


These advertisers know the value of PLAYWAYS as 
a medium for family advertising 


ANGIER’S EMULSION - ANGIER'’S JUNIOR ASPIRIN * BIRN 
BROS. - BOOK TALLIES - BOVRIL - BROWN & POLSON 
CADBURY BROS. - CHERUB - CHIVERS - CLARKS SHOES 
CONSTRUCTO TOYS COW & GATE - CUTICURA 
OINTMENT CUTICURA SOAP CUTICURA TALCUM 
DANDY TOYS - D. D. D. - FLOWERDELLS LTD. - GLITTER- 
WAX + BUTTERFLY BRAND GUMMED PAPER CRAFT « LACTA 
MILK FOOD ™ LINGFO FIZZ - LITTLE TODDLERS - MARS 
BARS - MARTIN LUCAS MOBO TOYS NATIONAL 
SAVINGS COMMITTEE - N.S.P.C.C. - OXO » WM. PENN 
SIR ISAAC PITMAN - R. PITT-FRANCIS - SHARPS TOFFEE 
START-RITE - T. P. L. TALKING BOOKS - VICK » WELGAR 
SHREDDED WHEAT - WINSOR & NEWTON - WOGGLES 
SALES - WRIGHT'S COAL TAR SOAP 


Include it on your schedule 


Vayways 


George H. Phipps, Advertisement Manager 
LUTTERWORTH PERIODICALS LTD. 
35 John Street - London - WCI » CHA 6151/2 
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NEW BOOKS REVIEWED 


The Year’s Best Commercial Art 


Reviewed by G. A. Towers, Art Director, Masius & Fergusson, Ltd. 


Modern Publicity 1950-51, edited by 
Frank A. Mercer ries Rosner. 
(The Studio Publications, 30s.). 

This book will be sure to in- 
form, interest and entertain a 
variety of people. Jt is crammed 
with witty and arresting ideas, 
illustrated in both colour and 
monotone, which even the lay 
observer will find of interest. 

However, its main objective is 
to provide advertising artists, free- 
lance designers and art buyers 
with a pictorial review of the 
year’s best commercial art from 
both here and abroad. 

With the exception of certain 
war years, Modern Publicity has 
appeared annually since 1926, 
each volume containing an unique 
collection of designs for com- 
merce. The 1950-51 volume pre- 
sents examples under five head- 
ings, of which the first is poster 
designs. 

The present standard of British 
poster design is high— many 
would claim pre-eminence for it— 
but it must be agreed that while 
our work has retained its native 
character, Continental influences 
have contributed largely to its 
formation. The exhibition of 
Swiss posters recently held in 
London was undoubtedly a source 
of stimulation for our designers. 
Opportunities such as this, to en- 
joy and study the best works from 
abroad, occur too rarely. Con- 
tinued analysis and assimilation 
of the best overseas designs and 
techniques are essential if we are 
to continue to excel in this field 
of publicity. Modern Publicity 
has, I believe, been instrumental 
in improving the general quality 
of poster design in this country 
and the editors and publishers are 
entitled to a measure of the praise 
deservedly given to the work of 
British poster artists. 

The Press section consists of a 


Staples Year Book 
Even Better 


195i Staples Year Book (Staples 
Press, Ltd.). 

Encouraged by the praise given 
to their 1950 Year Book, Staples 
decided to do even better for 
1951. They have succeeded, The 
limited edition of this year’s book 
is a beautiful piece of work, finely 
bound in maroon half-calf, with 
gilt titling on the spine; contain- 
ing much information of great 
value to the journalist, printer, 
and publisher and with printing of 
a quality such as might be ex- 
pected from: a famous printing 
house on its mettle. 

It would seem almost a pity to 
mar such a book by writing in its 
diary pages. This feeling how- 
ever, should be resisted, as there 
will almost certainly be an ever 
finer Staples Year Book next 
year!—M.H. 


great many examples of magazine, 
newspaper and trade Press adver- 
tisements, in the main designed 
to publicise, i.c., make known, 
goods or services. Advertisements 
designed and written to persuade 
people to buy can also reach a 
high technical level, and the in- 
clusion of a few examples of this 
kind would have provided an in- 
teresting contrast and made for a 
More instructive section. 

The editors’ foreword antici- 
pates criticism of the small size 
of reproductions, and this they 
intend to remedy in next year’s 
volume. I would suggest that they 
also consider binding in a news 
stock section for reproduction of 
newspaper advertisements. 

Other sections in the book deal 
with showcards, packaging and 
direct mail, the last-named in par- 
ticular being full of interesting 
exhibits. 


.The Clenched Fist 
}t Holds A Brush 


International Poster Annual, compiled, 
designed and edited by W., H. 
sieee. (Sir Isaac Pitman & Sons Ltd., 


What sort of posters do they 
hang on the other side of the 
Iron Curtain? 

The second edition of the Inter- 
national Poster Annual gives you 
some idea. Headed “The New 
Role of the Polish Poster,” an 
article by Jan Lenica manages 
just not to conceal the real state 
of affairs beneath a blanket of 
that prim jargon which seems in- 
separable from very Leftish writ- 
ings. 

“In Poland,” declares M. 
Lenica, “poster art has been 
adapted to the new structure of 
the state, and is for the most part 
employed as propaganda in the 
interest of reconstruction. The 
state having taken over the 
management of economic affairs, 
posters no longer have the same 
part to play as was the case be- 
fore the war. ... Posters are 
officially used for educational 
purposes .. . for state action 
against tuberculosis, against 
illiteracy, for the Warsaw recon- 
struction fund and for the ‘battle 
for home-grown food.’ In addi- 
tion,-the poster plays its part in 
cultural and artistic life. 

“Artists in Poland have had to 
adapt themselves to the new 
situation. To make themselves 
heard they have had to look for 
a simpler, more generally com- 
prehensible mode of expression 
so as to do justice to the state 
of affairs produced by the level- 
ling tendencies.” Poor artists! 

It is a relief to turn back a 
few pages to read the clear-cut 
English and sane commonsense 

(Continued on page 60) 
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Transport advertising with a background 
of sixty years experience 


Srxty years in terms of advertising history is an age. 
An age then, in which we have concentrated on trans- 
port advertising and—it was inevitable—pioneered its 
development. The accumulation of this vast ex- 
perience and hard-won specialist knowledge backs our 
service, a transport advertising service in every sense 
complete and co-ordinated, We can and do under- 
take not only the entire planning and booking of local 


or nation-wide transport advertising campaigns but 
also the whole task of production from designing or 
adapting advertisements right through to routine 
inspection anywhere. For this purpose we have our 
own studios, poster printing plant, signwriters, erection 
gangs and inspectors. Our organisation is ready and 
able to solve, in the simplest and most economic way, 
any and every problem of transport advertising. 


a comprehensive transport advertising service 


FRANK MASON & CO. LTD., 33, NORFOLK STREET, STRAND, LONDON. W.C.2. Phone: Temple Bar 2044 
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WALSALL jN 
WONDERLAND 
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¢ Lithembos seals are printed or 
embossed on paper or on metal. 

¢ Write for free samples and see for 

yourself their glowing elegance. 

™ 


WALSALL LITHOGRAPHIC CO. LTD. 
IDLAND ROAD, WALSALL 
and 29. LUOGATE Hil. LONDON. E.C.4. 


Mustrations after Sir John Tennie! by pe-miision Walt Disney-Micky Mouse, Lec 


New Books Reviewed 


JANUARY 11, 1951 


of Fougasse on “Propaganda 
Posters.” How do you design a 
good propaganda poster? Says 
the editor of Punch, whose work, 
by the way, is very well repre- 
sented in the illustrated section: 
Barricade your design all round, 
to isolate it; make nine-tenths of 
the poster obvious and interest- 
ing, and one-tenth a little bit 
obscure, to transform the passer- 
by into a reader; leave something 
for the reader to fill in for him- 
self; never use more than one 
idea per poster, and make it 
simple; and finally, if you can, 
be humorous. 

Over 400 posters are repro- 
duced in national sections rang- 
ing from Czechoslovakia to the 
United States. Such a wealth of 
ideas and craftsmanship cannot 
fail to be stimulating. 

In the English section, Arpad 
Elfer, H. A. Rothholz, A. Games, 
Pat Keeley, Lewitt-Him and 
Edward Wright are among those 
who get a good show, and there 
is an agreeable collection of 
London Transport posters, in- 
cluding a John Hassall, 1908 
vintage.—D.H. 


The F.B.I. Register 
of Manufacturers 


F.B.1. Register of British Manufacturers 
1950-1 (published for F.B.1. jointly by 
ne 4 irectories and Iliffe and Sons, 


The 23rd edition of this stan- 
dard reference work has more 
than 1,000 pages and contains « 
classified buyers’ guide to 5,000 
products and services, as well as 
addresses of F.B.I. members, their 
main products, and in many in- 
stances, details of home and 
overseas branches and agencies. 

To assist overseas buyers, the 
Register carries an alphabetical 
list of brand and trade names, 
also reproduces several hundred 
registered trade marks classified 
by trade categories. There are 
more than 160 pages in the ad- 
vertisement section, many in 
colour.—M.H. 


84 Outstanding 
Photos Of 1950 


Photograms of the Year, 1951 
(lliffe & Sons Lid.. 7s. 6d. stiff paper 
cover; 10s. 6d. cloth binding) 

The 56th annual edition of 
Photograms closely follows the 
pattern of its predecessors. 
Eighty-four outstanding pictorial 
photographs which found their 
way to the walls of leading salons 
during 1950 are reproduced, four 
of them as mounted plates and 
the majority as whole-page repro- 
ductions. 

R. H. Mason, art editor of The 
Amateur Photographer, supplies 
this year’s commentary on the pic- 
tures, and L. V. Chilton the intro- 
ductory survey of the year’s work. 

Mr. Chilton welcomes a slight 
easing in the printing paper posi- 
tion, which has resulted in a 
greater selection of British pic- 
tures than hitherto being sub- 

mitted, and the introduction of a 


number of really sound British 
cameras, but deplores the dis- 
proportionately high cost of 
photography as a hobby, due to 
purchase tax. 

The work is truly international. 
In addition to British entries there 
are pictures from Australia, Bel- 
gium, Bulgaria, Canada, China, 
Denmark, Egypt, Hong Kong, 
Hungary, India, Italy, Japan, 
Yugoslavia, Portugal, South 
Africa, Spain, Sweden, Switzer- 
land and the U.S.A.—E.WSS. 


‘This Remarkable 
Compendium’ 


Whitaker's Almanack, 1951 U. 
Whitaker and Sons, 12s. 6d.). 

Can one say anything new 
about this remarkable compen- 
dium, except that the 1951 edition, 
with 1,156 pages, is the largest 
ever? Timely for the Festival 
Year is the reintroduction of two 
popular pre-war features: articles 
on London’ cathedrals and 
churches, and on buildings and 
places of interest in and near 
London. 

The changing international 
scene is faithfully reflected in 
many ways, grave and gay. Here 
is an example of the latter: As 
the Palace of the Soviets will, 
when completed, be higher than 
the Empire State Building, the 
Americans will retaliate by mak- 
= the Chrysler Building higher 
still. 

A fascinating book!—M.H. 


Swiss Publishers 
Surpass Themselves 


Schweitzer Lexicon (Encyclios Veriag. 
Zurich, Switzerland. Two volumes, 54 
frarcs each.). 


Swiss publishers and printers, 
long known for the excellence of 
their work, have surpassed them- 
selves in this new, two-volume 
encyclopedia published by the 
collective organisation of a num- 
ber of leading Swiss publishers. 

Beautifully printed on heavily 
coated art paper, these two mag- 
nificently produced volumes con- 
tain 3,900 columns of letterpress, 
3,000 pictures in the text and 190 
plates in colour and monochrome. 
as well as large size, eight-colour 
maps that clearly demonstrate the 
high standard of Swiss carto- 
graphy. 

The numerous entries digest an 
enormous sum of knowledge in 
brief but readable form; they are 
completed by useful  biblio- 
graphies. The text is of particular 
interest to advertisers here, inas- 
much as it is written from a 
neutral point of view that reflects 
public opinion not only in 
Switzerland, but among many 
nations abroad. 


Book of Bloomsbury, by 
Edward Gordon and A. F. L. 
Deeson (Edward Gordon (Arts) 
Ltd., 12s. 6d.), tells the story of 
a fascinating quarter of London. 
It is a mixture of novel, history 
and guide book. Mr. Deeson is 
advertising manager of Blackfriars 
Publications. 
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BRITAIN’S GREATEST NEED 


Unit costs must be competitive 


ADVERTISER'S WEEKLY 


by world comparison because buyers have to buy competitively 


Buyers, however friendly, must buy where the prices are 
right. British made goods can only find markets if they 
are better, on better terms, than their competitors. 

This is what the plant, machinery and equipment in 
Britain’s factories now are up against. 

Modernisation is the need and that is why salesmanship 
begins at home for the makers of industrial equipment. 
That is why every device of enligittened marketing needs 
to be employed: in advertising first, because advertising 
is so often the first and right approach. 


Industrial Advertising in 


Enlightenment comes as a realisation grows that the coverage 
of industrial advertising must include the men who 
authorise capital expenditure — which purchases of 
machinery and equipment involve. 


At the top of the small list of the right channels is THE 
FINANCIAL TIMES, read for business reasons by the men 
who sign the Minute, “Agree to place the order”. 


THE FINANCIAL TIMES 


reaches TOP MANAGEMENT certainly 


SIDNEY HENSCHEL - ADVERTISEMENT MANAGER * 72 COLEMAN STREET * LONDON ~* EC2 » MONARCH 8833 
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Technical Publicity: Policy and Practice 


The “Poor Relation” 
Of Advertising Needs Some. Uplift 


small sums are spent by 

most technical advertisers, 
as compared with “consumer” 
advertisers, need this mean a 
low general standard of work? 
In my opinion—yes, as this 
branch of the business is organ- 
ised to-day. 

It is an anomalous position that 
consumer advertising should em- 
ploy the bulk of the brightest 
advertising men, while those sec- 
tions of industry whose very 
nature demands the most 
original, most honest, most ver- 
satile brains to interpret their 
products or services with fidelity 
are apparently the least able or 
willing to pay for them. 

After all, what has technical 
advertising to offer advertising 
men? What does it offer the 
agent? 

Usually the accounts are rela- 
tively small ones. The amount 
of work involved in running 
them—particularly creative work 
—can be out of all proportion 
to that required to run a nice, 
steady consumer account of com- 
parable expenditure. Unless a 
capable advertising manager is 
employed, the agent is scarcely 
briefed at all in a sphere of ad- 
vertising which calls for the most 
complete and precise briefing. 
Directors or managers who 
dabble in their firm’s advertising 
as a part-time job have neither 
the time nor the knowledge to 
get across the information the 
agent must have to do a sound, 
sincere job of work. 


Advertisers’ 


Shortcomings 

Technical advertisers are 
notoriously secretive about their 
production processes and deve- 
lopment work. They seldom have 
a highly developed news sense, 
nor do they often seem willing 
to take the agent completely into 
their confidence. 


Bente only relatively 


They are inclined to quibble 
about commissions and service 
fees although the agent is in all 
probability giving them a higher 
standard of presentation at less 
cost than could a fully equipped 
advertising department of their 
own. 

Quick appreciation of creative 
originality or even an elemen- 
tary marketing sense can scarcely 
be claimed as inherent attributes 
of even some of the most suc- 
cessful industrialists. The word 
“rush” is practically unknown in 
factories and a single advertise- 
ment may hang about a works 
for weeks, being bandied from 
one technician to another, while 
Press dates come and go. 

So the agent who takes on 
technical accounts can look 
forward with certainty to a 
tremendoes amount of detailed 


TRADE & TECHNICAL ADVER 


Must technical advertising “ puddle along” in 
the same old way, making do rather than making 
progress? Our contributor, J. M. WILLIAMS, 
sees every reason why it must, under the present 
set-up. But, he asks, why not change the set-up ? 


vertising, offering so many poten- 
tial clients, there are so few truly 
specialist agencies? 

What of the advertising mana- 
ger? What does technical adver- 
tising offer him? A living—yes. 
A career—no. 

Generally speaking, he faces 
much the same sort of snags as 
does the agent. But at closer 
quarters. He has to enter far 
more closely into the actual pre- 
paration of material than does 
his consumer counterpart. He 
must have the ability to acquire 
a detailed knowledge of his com- 
pany’s complex products, to dis- 
cuss with technicians the abstruse 
niceties of production, and to 
distil from them a crystal-clear 
interpretation. 

He will in all pam | be 
very largely at the mercy of the 
specialists, so singularly lacking 


** Consumer advertising employs the bulk of 
the brightest advertising men, while those sections of 
industry whose very nature demands . . . the most versatile 
brains are apparently the least able or willing to pay 


for them.”’ 


%* ‘The amount of work involved in running a 
technical account can be out of all proportion to that 
required to run a nice, steady consumer account.’’ 


%* ‘Vegetation is rife among technical advertising 
” 


managers. 


work; almost certainly to a large 
measure of frustration; and 
sometimes to only a very limited 
measure of co-operation from the 
client. 

The reward? The usual re- 
bates and commissions calculated 
on a smallish appropriation; and 
a service fee which, even if it 
exceeds that normally charged 
on a comparable consumer 
account, is-wsually still on a 
modest scale. Is it to 
wondered at that in this sup- 
posedly specialised branch of ad- 


in the elements of publicity or 
marketing sense. Always he must 
defer to them on_ technical 
matters, at the same time con- 
triving to imbue his material with 
spontaneity and originality—no 
mean assignment! 

If he aims high, he will always 
be fighting and frequently the 
loser in the battle for better pre- 
sentation. Time and again he 


will find he has to write or re- 
write whole campaigns because, 
even after the most painstaking 
briefing, some agency copywriter 


who has never been inside a 
works is incapable of expressing 
a simple technical story in 
decent, accurate, modest English. 

Above all, in industry, teem- 
ing as it does with specialists, he 
is unlikely to be recognised as a 
specialist. His is too often an 
odd and lonely voice crying in 
the wilderness, for he is too 
seldom allowed to fit too closely 
into the production and selling 
picture. 

His salary is usually relative 
—telative to age and length of 
service, to the salaries of those 
around him and to the advertis- 
ing expenditure. 


Alternatives For 
Ad. Managers 


Technical advertising can 
scarcely be expected to attract 
the best brains to this side of the 
fence. The only way an ambi- 
tious advertising manager can 
ultimately progress is by shifting 
out of technical advertising and 
into the better paid consumer 
field. Or vegetate. 

That vegetation is rife among 
technical advertising managers is 
apparent from the standard of 
presentation exhibited in so many 
of the advertisement pages of the 
technical Press. 


are the 
printed condemnation of security 
and the pensions fund—those 
acceptable but stultifying con- 


ertising. a 
How can technical advertising 
fail to remain in the doldrums 
while it remains a second-rate 
exponent of the art of advertis- 
ing? It cannot. But where is the 
money coming from to uplift it 
by providing better brains, better 
service? Ultimately it must come 
from the pocket of the adver- 
tiser. 

It is difficult to see how the 
advertiser can be expected to sub- 


(Continued on page 64) 


lownend- Smith ir 


kes 


40/41 CONDUIT ST. 


ONDON, W.1. 


advertising — 
PHONE: REGENT 2600. 


HAVE A NEW PLAN TO STEP UP 
YOUR SALES... it will cost you no more! 
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A 
Profitable 
RESOLUTION 


You'll keep 
FOR 


1951 


Us e regularly 


“MENS WEAR 


THE WEEKLY TRADE PAPER 
WITH A LARGER NET PAID 
CIRCULATION THAN ANY OTHER 
BRITISH MEN’S WEAR PUBLICATION 


14,750 


PER WEEK 


HEAD OFFICE: 
Kings Bourne House, my High Holborn, 
London, W.C.1. CHAncery 6291. 


BRANCH OFFICES: 


Manchester: 10 Piccadilly Central 1806 
Leeds: 4 Wormald Row, Albion Street 28654 
Glasgow: 58 West Regent St. Douglas 6481 
Birmingham: 12 Cherry Street Midland 4708 
Leicester: Phoenix Bldgs., Berridge St. 23661 
Belfast: Ulster Bank Chambers 28268 
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ADVERTISER'S WEEKLY 
ESTABLISHED 79 YEARS 


TECHNICAL 
ACCOUNTS 


Contractors 
Builders 
Engineers 


our 


20.000 


trade subscribers may want to 


see your client’s announcement 


LABOUR NEWS 
PUBLIC WORKS & 
BUILDING WEEKLY 


69 FLEET STREET, LONDON, E.C.4. TEL. CENTRAL 1328, 3426 


7 


PLL ILIS LILI DLL LAA ALDI IDI EDA LID ILD OD 


serving the 
technical advertiser 


—completely 


3 : 
3 
s 5 
s 
s s 
2 s 
3 We are a specialist agency conscientiously working 
for an ever higher standard in technical advertising— 
N a skilled and energetic team of directors and stait 
whose success in serving the technical advertiser ts 
indicated by the constant increase in our list of 
clients. Ask us to show you examples of the way we 
are working for others. 

3 
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TRADE PRESS ADVERTISING 
SALES LITERATURE 
EXHIBITION STANDS 

EDITORIAL PUBLICITY 


TAYLOR ADVERTISING LTD 
REGISTERED PRACTITIO > IN ADVERTISING 
115 GOWER STREET, LONDON, W.C.1 


EUSTON 7606-7-8 
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THE “POOR RELATION” OF ADVERTISING 


NEEDS SOME UPLIFT 


*c ontinued from page 62) 


sidise this uplift, when one hears 
so often expressions of dissatis- 
faction with the service now 
rendered. The fact that so many 
technical advertisers prefer to 
produce their own material tells 
its Own sorry story. Others who 
have tried using an agency and 
found it wanting have reverted 
to complete dependence upon 
their own departments. Of those 
using an agency, what proportion 
is completely satisfied? 


Questions For 

The Agent 

How many agency representa- 
tives really appreciate the techni- 
cal selling points of their clients’ 
products? How many can talk 
to the technical advertiser in his 
own technical language? How 
many really sound, really techni- 
cal advertisements have emanated 
from the pens of agency copy- 
writers? Has more than a hand- 
ful of agency copywriters—if 
any at all — any academic 
chemistry or engineering qualifi- 
cations? 

Have all or any copywriters in 
your technical agency frequently 
or ever visited your clients’ fac- 
tories? Are they fully conversant 
with your clients’ products and 
production processes? Are they 
equally familiar with competi- 
tive products and can they assess 
accurately the comparative per- 
formances? Do they know the 
type of manufacturer who buys 
your clients’ products—and why? 
Do they appreciate the potentials 
of your clients’ markets? Do 
they understand the deep-rooted 
prejudices which exist in 
different trades? Have they ever 
visited, with your client’s repre- 


sentative, any of his customers? 
Do you retain the services of a 
qualified engineer and chemist in 
an_advisory capacity? 

These questions are elementary 
when one bears in mind the 
painstaking and complicated 
mechanism of planned “con- 
sumer” advertising. 

And unless each of them can 
be answered by a good, round, 
honest affirmative, surely there 
must be something seriously 
lacking in the agency approach to 
technical advertising? 

Will it alter? Will technical 
advertising become recognised 
and organised as a highly specia- 
lised branch of the business? 
Will it attain true professional 
status? Will service fees be 
raised and standardised? Will 
the agency equip itself to do the 
tremendous educative job of 
demonstrating the true power of 
advertising to the frankly scepti- 
cal client? Will it contribute 
with patience, sincerity and in- 
tegrity to the joint effort which 
must come from both sides to 
reach complete understanding? 


Widely Read 

Advertisements 

Unless these things can 
happen, it is safe to assume that 
a large number of technical ad- 
vertisers will remain content to 
puddle along as they have 
puddled along for years. And 
this branch of the business, pro- 
ducing that type of advertisement 
probably more widely read over- 
seas than any other type of Bri- 
tish advertisement, will remain 
almost bankrupt of brains and 
ideas, of power and persuasive- 
ness. 


These Impartial Booklets 
Help The Customer 


The series of booklets, “Notes 
on the Use of Regenerated Cellu- 
lose Film,” issued by British 
Cellophane Ltd. are good 
examples of technical print which 
has been produced to help the 
user of the product to the utmost. 

Convenient in size (4 in. wide 
x 64 in. deep), the booklets have 
been designed by Mr. F. 
Wren, of British Cellophane sales 
promotion department, and writ- 
ten by his editorial section. 


Copy is impartial and objec- 
tive, no product names being 
mentioned in the processes 
described. The printers are 
Houghton & Sons Ltd. 

Latest in the series is “Lamina- 
tion to Aluminium Foil,” which 
includes a short section on reverse 
printing on cellulose film so that 
the printed surface is within the 
laminate used in carton substi- 
tutes or overwraps. 


New Manual For Diesel Engine Users 


Last month Temple Press Ltd. 


| published a comprehensive little 


manual designed principally for 
students and overseas users of 
diesel engines. 

“Horizontal Diesel Engines,” 


| by R. A. Collacott, Ph.D.. 


B.Sc.(Eng.). A.M.IL.Mech.E., is 


the first simple handbook to be 
produced dealing exclusively 
with horizontal engines, and has 
been written in a readily compre- 
hensible style for the benefit of 
those operators who may have 
little technical experience. 

It is illustrated, and costs 
8s. 6d. net. 
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There are four Teleprinter Machines at 19 New 
Bridge Street, and through them pass most of 
the orders from London Branch to the great 
Paper Warehouse across the river at Battersea. 
London is the largest of the Firm's Branches 
—there is one in every major city in Great 
Britain — and it serves an area bounded roughly 
by Yarmouth, Northampton and Weymouth. It 
is doubtful if the exact number of orders arriving 
daily from this area has ever been computed. 
From 3.45 until 4.30 in the afternoon is the 
busiest time. It is a standing rule of the Firm 
that all orders received in the Warehotse before 
4.30 p.m. have to be sent out the following morning. 
Battersea possesses an extremely efficient private 
transport system. Thus clients enjoy, what is in 
fact, a delivery service unique in the Paper Trade. 
Couple this with the great Variety of selected 
papers and boards normally available and you 
have one of the undoubted reasons why so many 
orders and proble.as tend tv come sooner or later 
to be dealt with at 19 New Bridge Street, or at 
one of the fourteen Provincial Branches of :— 


SPICERS 


THE PAPER MAKERS 


cu caitlin Bice oe 


19 NEW BRIDGE STREET (CENTRAL 4211) AND BRANCHES 
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THE TRADE PRESS 


Grocers Declare War 


On Gift Schemes 


(December 14 issue), I re- 

ferred to a paragraph in the 
Hardware Trade Journal which 
stated that Scottish grocers 
had protested against the revival 
of free gifts by soap producing 
groups. 

This antagonism is growing. 
According to The Ironmonger, 
Mr. Herman Kent (secretary, 
National Federation of Grocers’ 
Associations), addressing a rally 
of grocers at Ashton-under-Lyne, 
strongly attacked gift and coupon 

‘schemes. The Association, tie 

| said, hoped the trade would pro- 
test vigorously against all gift 
schemes and, if possible, refuse to 
work them. 

“The bother with most of these 
schemes is that they cause 
retailers to overstock, with the 
-eventual loss adversely balancing 
any temporary increase in retail 

‘sales. We object to ‘giving away,” 
‘or selling at cut prices, gqods 
ae are foreign to our trade, 
of which a coffee percolator was 
‘one sorry example.” 
_ The same issue also reports 
‘that the Northern Council of 
Retail Grocers’ Associations has 
sunanimously adopted a resolu- 
‘tion asking members to refuse to 
‘handle any gift schemes which 
‘concern articles not normally sold 
‘by the grocery trade; and has 
‘resuscitated the pre-war Vigilance 
‘Committee. This will co-operate 
‘with wholesalers and multiple 
‘grocers to stamp out coupon 
"schemes which market grocery 
roducts, chiefly soap, at reduced 
rices. 


* * cd 


biped a month passes by 
without some news of the 
ironmongery trade attempting. ‘o 
help itself, collectively, by adver- 
tising or some other publicity 
method. 

Hardware Trade _ Journal 
(December 8) reveals that mem- 
bers of the Warwickshire Iron- 
mongers’ Association are to run 
a local advertising scheme and 
that a firm of manufacturers has 
agreed to bear half the cost. 

And, according to Jronmoneers’ 
Weekly (December 14), the latest 
effort of the National Federa- 
tion of Ironmongers’ publicity 
committee is a tool leaflet, “Hints 
on the Care of Tools.” Printed 
in black and green, it is illus- 
trated with explanatory sketches 
and is intended to be given away 
to customers to stimulate their 
interest in tools and to empha- 


Ie the last trade Press article 


sise that the ironmonger’s is the 
shop at_ which to buy reliable 
ones. The ironmonger’s name 
can be overprinted. 

a * * 


UGGESTION that chemists 

should resort to Press publi- 
city, in order to refute the im- 
pression given by some daily and 
evening newspapers in November 
that chemist-contractors earn an 
average of over £2,000 a year 
from National Health Service 
dispensing, is put forward by 
Chemist & Druggist. 

The paper congratulates the 
National Pharmaceutical Union 
on giving a prompt denial, but 
asks whether more positive action 
by chemists to put themselves 
right with the public is not called 
for. It continues, “It can be done 
in part by chemists at their own 
counters, but additional action, 
by renewed publicity (if necessary 
in the advertisement columns) in 
the national Press may in present 
circumstances be warranted.” 

My italic$ ~ ~ 

* ~ * 
UCH has been written in 
the footwear trade journals 
in recent months on the impor- 
tance of correct fitting shoes for 
foot health and the need to 
educate the public on this point. 

Shoe & Leather News (Decem- 
ber 7) finds it encouraging, there- 
fore, that the public is already 


One of the window cards issued 

by the Leather Publicity Council. 

Scrutineer found this picture in 
“Shoe & Leather News.” 


showing much more readiness to 
be educated on the subject, par- 
ticularly in regard to children’s 
feet and provides evidence of this 
by a report on the interest shown 
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“Given away with a pound of tea” 
would become an obsolete catchphrase 


if the grocers had their way. 


tailer reall 


o re- 


likes gift schemes, and 


SCRUTINEER reports some of the , 


reasons why. 


in a recent “Best Feet” competi- 
tion at Oswestry. 

An even more gratifying aspect 
was that it was arranged by the 
local council as a feature of a 
health exhibition and was not in 
any way sponsored by the shoe 
trade, other than the gift by the 
local branch manager of Lotus 
& Delta Ltd. of two pairs of shoes 
as prizes. 

The success of the competition 
has prompted Parker Shoes Ltd., 
Leicester, to take a lead in 
arranging to sponsor similar 
children’s “Perfect Feet” compe- 
titions in conjunction with 


various exhibitions to be held 
this year. 
* 


*~ 7. 
HILDREN in Liverpool are 
likely to bring pressure to 

bear on their parents to shop at 

J. Collinson & Co., Ltd., footwear 

retailers, in Bold Street, when 

they hear of this. Shoe & 

Leather Record (November 30) 

reports that the shop has opened 

a specially designed shoe depart- 

ment for children, the amenities 

including a doll’s house, model 
fort, distorting mirrors, rocking 
horse and aquarium of tropical 
fish! 
~ * * 

N February 24 a nation-wide 

advertising campaign is to be 
started by the Calico Printers’ 

Association Ltd., Manchester, to 

publicise their “Calpreta” non- 

shrink and other finishes of tex- 
tiles (Drapers’ Record, December 

23). This is the first attempt io 

popularise the brand-name among 

consumers and publicity is to 
appear in newspapers and 
women’s magazines. 

Idea of having an hour at the 
end of the day for men shoppers 
only, for a few weeks before 
Christmas (started by a Birming- 
ham firm in 1949 and repeated 
by them this Christmas) is 
spreading (Drapers’ Record. 
December 16). Other women’s 
wear shops and stores in various 
parts of the country did so this 
Christmas and all reported that 
the scheme was a great success. 
Attraction for the men is, appar- 
ently, that they can conduct “inti- 
mate” gift shopping without 
“embarrassment.” 

- a . 


CAMPAIGN to combat the 

; “casual look” and revive 

interest in men’s clothes was 

started by Style for Men in their 
December issue. 

The theme is “Dressing for the 

Occasion” and the editor states 


that a number of businesses with 
multiple shops are to use the 
theme in their advertising and 
displays during 1951, and he calls 
upon all members of the industry 
to support it. 

Retailers are asked to start 
special selling efforts and to this 
end to make a list of local and 
national events during the year; 
brief sales staff so that they can 
give advice on clothes for the 
occasion; incorporate the theme 
in window displays and advertis- 
ing; and adopt the theme with the 
type of trade done. 

Style for Men is to help with 


SIGN OF SERVICE 


This has been adopted as the 
sign of membership of the 
National Association of Toy 
Retailers. The Association intend 
that it shall eventually be recog- 
nised by both the public and 
suppliers as a symbol of a first- 
class retailer. (‘Games & Toys.”’) 


a style chart each month, reprints 
being available for customers; 
articles on display for special 
occasions; specimen displays 
and blown-up photographs; and 
articles on advertising, with speci- 
men layouts and provision of 
blocks. 
a * 

RESH angle on forecasting 

trade prospects in the com- 
ing year was adopted for 1951 by 
Men's Wear (December 30). 
Instead of the editor omnes, 
unassisted, the mantle of Old 
Moore, the paper invited several 
trade leaders, representing various 
sections, to lunch at Grosvenor 
House, W., and to a round-the- 
table discussion on prospects and 
problems of 1951. Report of the 
prognostications covers 74 inter- 
esting pages and provides a per- 


(Continued on page 70) 
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ee sa ee. . ee oe 


MANUFACTURERS” 
SUPPLEMENT: 


THeZsG 


FEBRUARY 9TH, 1951 


An unequalled opportunity is provided by the February 9th issue of 4 
“CONFECTIONERY NEWS” for manufacturers and suppliers to the Con- TT 5. 
fectionery Trade to make known their products and services. This issue wilh =~ 
contain a SPECIAL MANUFACTURERS’ SUPPLEMENT—comprising a oe 
complete review of post-war developments in Confectionery Plant and ~~ 
Machinery, Raw Materials and Essences. This factual and informative supple- 
nce WA be of grath:fecantet to <vmniny Wantee ese cen one 4 
Trade, both in this country and overséas. © ‘say 


“CONFECTIONERY NEWS”—published every fortnight—is the otto 
journal in the Trade, with a steadily climbing circulation and reader interest. ‘ 
A recent Editorial survey showed that a very high proportion of our readers y 
SEEK MORE NEWS OF MANUFACTURERS’ ACTIVITIES and it is also re- oa 
vealed that 94%, READ THE ADVERTISEMENT PAGES OF “CONFECTION. .- 
ER\" NEWS”. All this goes to thow that ‘‘Confectionery News” is one of the 
finest advertising mediums for everyone selling to the Retail and Confectionery 
Trade, Reserve your space NOW in this important FEBRUARY 9th issue. 


os rwanda 3 age Bg 
this issue, please apply to The 


_ CONFECTIONERY Nate 


Published by 
HEYWoop & COMPANY LTD., Drury House, Russell St., London, W. ben 
Telephone: TEMple Bar 3422 
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the 


purchasin 


agent 


Call him purchasing agent or just “buyer,” 


he is an 


important man in any firm, for the ultimate cost of 
the finished product may depend on his ability to buy 
at the right price—and to buy the right material. No 
wonder then that he is a diligent reader of a journal 
that each week can give him an adequate survey of 
current prices, tells him of new materials and includes 
advertisements of firms who wish to “catch his eye.” 


Such a journal is the 


PAINT, OIL & COLOUR JOURNAL 


Rate card and full particulars from: 8 Ludgate Broadway, London, E.C4 


Over 60 years of service to the engineering 


industry 


MECHANICAL WORLD 


AND ENGINCERING RECORD 


— with an impressive list 
of subscribers and advertisers 


EMMOTT & COMPANY LIMITED. 21 BEDFORD STREET. Se w.c.2 
~ MANCHESTER OFFICE: 31 KING STREET WEST. MANCHESTER 


i Up 


) 


A reliable medium 
for 
HOME & EXPORT 


Advertising, reaching the firms 
that matter and read by Execu- 
tives in all Branches of the 
METAL and its Allied Industries. 


Twice —. 
Tuesdays & Fridays 


SPECIMEN COPY & RATE CARD ON REQUEST 
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U.S. Technical Advertising 
Plays A Dual Role 


By N. G. NERE 


OST ;American technical 

advertising follows 

Dempsey’s good advice 
to punch hard, punch often and 
keep on punching. There is no 
propping up of tired ideas. 
There is no resting on the can- 
vas or on laurels. There is 
nothing old fashioned about it, 
either; ywhich may account for 
the fact that so much American 
technical advertising has the 
same look. 

This means that a pronounced 
house style, dignified by long 
usage, which enables some British 
technical advertising to be recog- 
nised at a glance, is often lacking; 
but the name writ large makes 
up for the ever changing styles 
in American layouts. 

There is something of the 

“small ad.” about every technical 
advertisement in its eagerness io 
tell you all about the product. 


Naive, Crude— 
But Deliberate 


If it seems to your sophisti- 
cated eyes naive and even crude, 
make no mistake that it is delib- 
erate. An American technical 
advertisement never talks down 
or up, it talks straight. It never 
goes round or wraps up its mes- 
sage in a wadding of words. You 
feel its impact but at the same 
time you feel its sincerity. 

It puts your advantage first. 
It appeals to you personally and 
above all to your pocket. It 
tells you how much you will save 
long before it proceeds to enlarge 
on the other advantages you will 
gain by buying. 

There is something eager, en- 
thusiastic, young and forceful 
about American advertising, 
whether double spread or quarter 
page; and how Americans love to 
spread themselves. They revel 
in space, and fill it. They don't 
seem to worry about white space. 
except to illuminate an island of 


ya Bay the middle of a bled-off 


dou 
tint. 

If one has studied only their 
semi-technical advertisements (for, 
say, automobiles, vacuum cleaners 
and refrigerators) in full colour, 
one has missed the effective use 
they make of their two-colour 
work. We cannot ignore their 
clever use of tints. 

They use half-tones far more 
than line, and wash drawings are 
not common, although they are 
used for unusual angles which 
could not be captured by the 
lens. Illustrations are never static. 
It is amazing how much action 
can be packed into one picture. 

The Americans also believe in 
the “wart and all” theory, for 
they seldom allow the airbrush 
to clean off working dirt. They 
achieve action mainly by placing 


le spread in a bright primary 


the product against a vigorous 
and realistic background, full of 
life and movement, and they 
change the background more 
often than the copy. 

This helps prospective buyers 
to see their own applications 
illustrated. Advertisers work on 
the principle that if they can get 


Technical advertising is 
taken seriously in the 
States, and takes on the 
job of educating as well 
as selling. 

“Ite sets out to keep 
technical men informed 
of new trends in design, 
new ideas, new princi- 
ples,” says our contributor 
in this analysis; and he 
draws attention to the 
trouble the technical ad. 
man will take to get the 
— and pictures he 


en when he has those 
facts and pictures, he puts 
them over in advertise- 
ments which, however 
artless they may seem 
to British eyes, have a 
powerful impact on the 
reade 


r. 


a buyer to say “Ah, yes; that’s 
just what I want it for,” it means 
in most cases the same as “That's 
just what I want.” 

The American technician has 
no use for vague phrases or static 
exhibits beautifully got up. He 
wants his own almost unframed 
questions answered, so that the 
advertising man has to be some- 
thing of a mind reader. He 
realises the importance of antici- 
pating technical queries, and 
often, indeed, posing them. 


Realistic Approach, 
Plenty Of Facts 


It is the realistic approach all 
the time, and the advertisement 
must state as many relevant facts 
as possible. Many American 
clients are enlightened and go- 
ahead, it is true, but the technical 
advertising man also has an in- 
ordinate appetite for research, and 
he goes to extreme lengths to get 
the information he requires. He 
sends men out to dig up facts 
and figures, and photographers to 
get vigorous pictures to illustrate 
them. 

American technical advertising 
takes on something more than a 
selling role. It is educational in 
the sense that it sets out deliber- 
ately to keep technical men in- 
formed of new trends in design, 
new ideas. new principles and 

(Continued on page 70% 
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NOW 193.583 _ . 


Ve 
Z. 


The auditors’ certificate is as follows: 
To the Directors, 
The Midland News Association, Ltd. 
January 2, 1951. 
We hereby certify that the average net sales 
of the Express and Star for the 12 months 
to December 31, 1950, after deducting all 
copies returned to the publisher and all 
voucher, free and complimentary copies 
whatsoever, amounted to 193,583 copies per 
issue, and we further certify that in computing 
such average no special or sports editions 
have been included. 


(Signed) 
AGAR, BATES NEAL and Co. 
(Chartered Accountants). 


S | 4 HEAD OFFICE: WOLVERHAMPTON 
i¢ i _ Represented in London by C. P. R. CRANE 


44-45 Fleet Street, £.C.4. 7e/. Centra/ 6820 
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advantages of the 
use of electronic 
instruments, made 
by their clients— 
CINEMA TELEVISION L® 
to the notice of lead- 
ing producers and 
packers of food 


EORGE URRAY 
(ADVERTISING) LTD. 
use & recommend- 


FOOD MANUFACTURE 


17 STRATFORD PLACE 
LONDON, W.! 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


MONTHLY journal 

A covering Production; 

’ Refining ; Storage ; Distri- 

bution. PETROLEUM 

is read by techno'ogists 
throughout the world. 


PETROLEUM 
is another 
publication of the 


TECHNICAL GROUP 


MANUFACTURING CHEMIST 
PETROLEUM—FIBRES 
PAINT MANUPACTURE 

WORLD CROPS—ATOMICS 
FOOD MANUFACTURE 

CHEMICAL ENGINEERING 
POTTERY AND GLASS 

BUILDING DIGEST 
MUCK SHIFTER 


All published at 


17 Stratford Place, W.1 
Specimen copies on request 
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U.S. TECHNICAL ADVERTISING 


_PLAYS A DUAL ROLE 


(Continued from page 68) 


| even tells them what they should 
| expect to find in the best pro- 
ducts. 
The technical copywriters be- 
lieve in repetition, but not reitera- 
tion. They achieve miracles of 


; emphasis by the use of synonym. 


They use colourful epigrams, 
word pictures and quick-fire 
headings. Their copy is staccato, 
positive and objective. 

Oddly enough, the copywriters 
are not slaves to the two syllable 
word or they could never have 
perpetrated “achievement in 
maximum equalised flotation.” 
They are not, in fact, slaves t» 


any verbal fashion or tradition, 


and they experiment with words | 
all the time, inventing new ones 


if the old ones don’t fit. 


Typography is varied with the 


great majority of display head- 


ings boldly hand lettered. One | 


notices a definite inclination 
towards bold faces, not neces- 
sarily sans serif, set to a measure 
seldom more than 20 ems, well 
leaded. 

In the States, technical adver- 
tising is taken seriously. It prides 
itself on contributing not only to 
profits but to the advancement of 
techniques. 


GROCERS DECLARE WAR ON GIFT SCHEMES 


(Continued from page 66) 


manent record by which the par- 
ticipants’ efficiency as prophets 
can later be judged! 

Following the practice of some 
U.S.A. firms, Elem Clothing Co., 
of London, is to advertise its 
products by having messages 
projected from the ground on 10 
cloud formations at night (Men's 
Wear, December 16). The mes- 
sages will be seen over 23 of the 
largest towns in Northern Eng- 
land and Scotland during the next 
six months. 

*~ * - 


HE efficiency of Swiss watch 
movements is a by-word, but 
their makers do not intend that 
the prosperity of the industry 
should rest on that alone. 
British Jeweller (December) 


reports that more than 8,000 
Christmas display cards were sent 
to watch retailers and jewellers 
throughout Britain by the watch- 
makers of Switzerland towards 


| the end of November. Depicting 
| the gift of a Swiss watch by a 


man to a woman in a typical 
Christmas domestic scene, the 
card was printed in full colour 
and had a strutted back. 
Another item from the same 
issue: All Smiths’ clocks are now 


| marked with a cerise ring fixed 


between seven and eight o'clock 
on the dials, Purpose of this was 
explained at a Press conference 


| by Mr. Rex Smith, who pointed 


out that all clocks looked very 


| much the same to the average 


person, but the cerise ring identi- 


| fied a Smiths clock, and shown ‘n 


the window these clocks pro- 
vided the final link in the adver- 
tising campaign which featured 


| the ring. 


* * * 


M. WHITEMAN, writing 

ein Caravan & Trailer 
Trades Journal (December) on 
“A Plan for 1951,” declares that 
the first task for the trade io 


tackle is sites—more and better 
sites. The trade, he suggests, 
should take a lead in ensuring 
that there is at least one properly 
planned and equipped residential 
site, meeting all requirements of 
planning and public health at a 
reasonable capital outlay, which 
could serve as a model. The time 
was now ripe, also, to press hard 
with propaganda and local auth- 
ority liaison for holiday sites—all 
calling for money, printed pub- 
licity material and good men to 
serve on committees and do pub- 
lic relations work, 

Trade-boosting events sug- 
gested include a trade rally for 
the purpose of carrying out tow- 
ing tests; exhibitions in leading 
provincial cities and, complemen- 
ing them, a travelling exhibition 
to visit a large number of towns 
of secondary rank. 


* * * 


TRESSING the importance of 
organisation in the trade, 
Mr. G. W. L. Smith (president of 
Birmingham Meat Traders’ Asso- 
ciation) said at Oldbury recently 
(Meat Trades’ Journal, December 
7): “Having organised, we must 
go one step further. It is not suf- 
ficient to have an association. 
You must use it and you must 
advertise it. The only thing that 
counts in this country to-day is 
public opinion. You must have 
your opinion before the public 
and to do that you must adver- 
tise.” 


Centenary Brochure 


As a memento of their hun- 


dredth anniversary, Fisher & 
Ludlow Ltd. have produced a 
brochure showing scenes in their 
workshops from the early days 
up to the present. 

Many of the whole-page illus- 
trations—both photographs and 
drawings—are in full colour. 
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Have youa 


product or 
Service to offer 
EXPORTERS ? 


if you have, you will find 
the advertising columns 
of The Merchant Shi 
per invaluable in keeping 
_ name before the 
port Managers of ail 
the principal British 
age anna It is 
the mont aper 
which keeps the Roere 
Manager up-to-date with 
all the latest changes in 
export regulations and 
is a publication which is 
always being consulted. 
Your advertisement will 
be constantly before the 
individual who can use 
your product or service. 


* 


Specimen copy and advertising rates 
will be sent on application to : 


THE MERCHANT SHIPPER 


26-28 Billiter St., London, 
E.C.3 


Phone : Royal 5322 


RIDLEY’S 


WINE & SPIRIT TRADE 


CIRCULAR 


The 
MODERN MAGAZINE 
of the 
WINE TRADE 


For specimen copy and rates : 
110 CANNON STREET, E.C.4 


An Invitation to 
Advertising Agents 


You are invited to apply 
for a specimen copy of the 
new technical monthly 


THE 
‘“WATER & SANITARY 
ENGINEER ” 
We are rapidly building goodwill 
amon readers and advertisers 
who have for many years needed 
such a journal. Our Advertising 
Manager will be pleased to call by 
| appointment. Write to 


32 Plasbury Squere, or ‘phone 
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ALSO 
SPECIAL PLANT FOR 
POSTAGE STAMPS, 
AND ALL FORMS OF 
SECURITY PRINTING 


CIGARETTE PAPER 


CHAMBON MACHINE 

HAS BEEN INVENTED ; 
TO MEET THE NEEDS OF 
MANUFACTURERS OF IB 
PROPRIETARY ARTICLES | 
TO WHOM ECONOMICAL & 


CONTROL OF QUALITY, i ~ wen 
ACCURACY, AND [im i perk SLITTING AND 
FLOW OF PACKAGING iM *% 12 earl a REWINDING 
REQUIREMENTS -CHAMBON LTD *RIVERSIDE WORKS wee 


ARE ESSENTIAL. CUBE SUGAR 


) STANDISH ROAD - LONDON-W-6 


TEL QiVerside GOSG6* CABLES, CHAM BONTED, HAMMER , LONDON. 
i 


— te 


THE FAMOUS “HYDE” AUE-STEEL 


& 
bi Yu BLock STORAGE CABINET 
WILL LOOK AFTER YOUR BLOCKS 


Total Storage area 
over 8,000 square in. 


16 dust proof drawers. 
each 2 in. deep. 


Samed fs Inside of all drawers 
€y APPOINTMENT . sprayed with textile 
eS ae fibre. 


ANUPACTURERS 
DUNLOP auUBeE® 


Drawers fully — ex- 
tended give full 
view to blocks. 


Stops prevent risk of 
spilling. 


Dimensions 36 in. high. 18 in. deep, 
3 in. wide. Write for leaflet 
AW BSC or visit Showrooms. 


\ aS 
D> RANDALRAK /— 


THE WORLO'S MASTER TYRE 


PADDINGTON GREEN WORKS ° LONDON, W.2 
AMBassador 1661 (6 lines) 
Showrooms : 106 VICTORIA ST., S.W.1 VICtoria 4238-3485 
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Reviews Of New Productions 
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The Power Of The Belly Laugh 


instruction has been the 

practice of the Gas Council 
for many a year. Their latest 
film ‘Method And Madness” 
does not depart from this 
principle in introducing a great 
deal of “madness” into the 
prosaic subject of home laundry. 

The presence of _ Richard 
Hearne as “Mr. Pastry” guaran- 
tees the belly laughs, when in 
a moment of boastfulness he 
volunteers to preside at his wife's 
washtubs on washday. 

Contrasting with his hair- 
brained schemes to reduce this 
weekly drudgery with  old- 
fashioned equipment is a demon- 
strator in a Gas Council show- 
room, working smoothly and 
without fatigue with the most 
up-to-date equipment. 

The balance between slapstick 
comedy and _ straightforward 
instruction is well preserved 
throughout the running time uf 
29 minutes, and the credit for 
this belongs to the Regent Film 
Corporation, who produced. 

A theatrical version of this 
film is to be given the normal 
cinema booking. 


\ DVERTISING _ through 


The Puppets 


Of Joop Geesink 


SS, advertising in 
Holland appears to enjoy 
greater latitude in the matter of 
footage than it does in Britain. 
So much is apparent from the 
half dozen examples of Joop 


‘Humour is a wonderful help to 
those with a message—particu- 


put 

recruited Richard Hearne to help 

them to tell housewives about new 

washing appliances—with very 

happy results, reports PAUL 
NUGA 


Geesink’s puppet films which 
Theatre Publicity are now show- 
ing to advertisers here. 

Joop Geesink takes a serious 
theme—"The World in Search 
of Peace” for Van Nelle’s tea 
and coffee, “Secret Weapons” for 
B. K. Enamel Ware, “The Big 
Four” for Van Nelle’s again, 
spices theme with satire and only 
serves up the manufacturer's 
name and product at the end. 

The technique has_ great 
theatrical advantages. The films 
can be enjoyed for their enter- 
tainment value, and artistry can 
predominate over message. The 
best of them from the adver- 
tiser’s point of view are “Gala 
Concert” for Philips Radio and 
“Once Upon A Time” for Dralle 
hair lotion. 

Theatre Publicity have, I 
understand, secured the exclusive 
rights to the services of Joop 
Geesink and his Amsterdam 
studios. f 


Speech Without 
A Voice Box 


N~ excellent example of 
Government money thriftily 


Much behind-the-scenes work has to be put in before a sponsored film 


is exhibited to its specialised audience. 


Here the operators of an 


Esso film unit are checking their equipment before giving a show. 


Chaos at the copper—a still from “Method and Madness.” 


spent comes from the Depart- 
ment of Health for Scotland. 

An uncommon operation is 
the removal of the larynx or voice 
box. Inevitably, the patient 
loses his power of speech. But 
there is an alternative method 
of articulating sounds and words 
by swallowing air and regurgitat- 
ing it under control and using the 
moulds of speech in the mouth to 
produce words. 

Training and rehabilitation on 
these lines after this operation is 
the subject of “Oesophageal 
Speech after Laryngectomy,” 
produced by Campbell Harper 
Films Ltd. We see and hear a 
number of patients at a social 
club specially formed by the 
Victoria Infirmary, Glasgow, 
telling each other of their experi- 
ences and being encouraged by 
a doctor to keep practising. 

On the sound-track, apart from 
a noticeable shortening of tones, 
they are completely intelligible 
and able to carry on with their 
usual occupations. 

The film runs for 10 minutes 
and only cost £750. 


A Night Out 


For The Farmers 

ERGUSON dealers armed 

with the first two issues of 
the firm’s film magazine are 
assured of giving any farmers’ 
club a real night out. 

“Farming Review No. 1” takes 
them on a trip to two highly 
mechanised farms in Stafford- 
shire. to a Chinese farm, to the 
lighter side of farming with a 
character called Mr. Esson Scott, 
and finally through the story of 


hops in Kent. This is 15 minutes 
packed with interest and first- 
rate photography from Green- 
park Productions. 

“Farming Review No. 2” will 
carry the farmers’ clubs to 
Wales, where marginal land is 
being reclaimed, to a vineyard in 
France, where mechanisation is 
helping the grape harvest, and to 
the mechanical digging of holes 
with a corkscrew “gadget” in 
erecting fences and gate posts. 
The same company produced this 
film with equal effectiveness. 

“Silage Sense” is a too com- 
prehensive explanation of the 
cultivation, collection and making 
of silage. By this I mean that 
the 10 minutes running time of 
the film should have been five. 
The shooting angles lacked 
imagination and variety. The 
Ferguson Company’s own unit 
made this picture. 

In contrast, “Bread” is a 
colourful and almost impression- 
istic colour cartoon of farming 
from the days of the Garden 
of Eden up to the present time, 
when the Ferguson tractor came 
to the rescue of Man. I would 
not vouch that the film will get 
a warm reception from farmers, 
though I personally consider 
it to be one of the best produc- 
tions of Pinschewer Ltd. 

No tractor maker can be satis- 
fied with his tractors unless they 
are correctly used. His interests, 
in fact, coincide with the oil 
interests, so that it is not to be 
wondered at that we have yet 
another film entitled “The 
Correct Approach” in which a 
farmer-owner plus a Ferguson 


(Continued on page 75) 
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International soccer 
star... capped 48 times 


featured in one | 3 
of the famous ‘Players’ 
series of films | . 


with interviewer-commentator 


ODEON AND GAUMONT THEATRES 


Sales and 
Production Offices 
Film House, Wardour Street 
London, W.1 
Telephone GERrard 9292 
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ADVERTISER'S WEEKLY 


LONDON, 


Who sees your films? 
By using a dual purpose 


DAYLIGHT 
CINEMA VAN 


You can screen them anywhere, any time, 
to any audience you may require 


Write for hire terms etc. to: 


BRITISH FILMS LTD. 


199 PICCADILLY, 


Mobile Projection Specialists 


w.il 


MORE THAN 


HALF A MILLION 


WEEKLY 


in their most receptive 
mood, form a sitting 
target for your screen 
advertising in Army 
and Air Force static 
cinemas overseas. 
This audience has 
an average age 21-25, 
men and women who 
are buying now in the 
hundreds of family 
shops throughout 
the world and also 
forming their future 
purchasing habits, 
Here is an ideal 
medium, benefitting 
both export sales and 
prestige; an audience 
untouched by normal 
British advertising 
campaigns. 

You can reach them 

only one way—on 

our screens. 


ii 


REGENT 
FILM 
CORP. LTD 
NATIONAL HOUSE 
60/66 WARDOUR ST. 
LONDON, W.1I. 


* 


Producers and distri- 
butors of sponsored 
and specialised films 
for advertising and 
industry : featurettes 
and filmlets. Sole con- 
cessionaires for A.K.C. 
and R.A.F. cinemas 
overseas. 
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Common Sense And The 


Sponsored Film 


By FRANK THROWER, Managing Director, 
Merlin Film Co. Ltd. 


HEN I cast my mind 

back to my first days in 

the industrial film busi- 
ness, I find myself remembering 
the peculiar jargon which many 
of my colleagues persisted in 
talking. It was quite as confus- 
ing as it was meant to be. 

At times it was amusing, but I 
wondered—as I still do—whether 
they really understood it them- 
selves. 

Gradually I learned that much 
of this, as well as “tempera- 
ment,” was either an excuse or a 


pictures ! 


A familiar phrase of millions of 
potential and actual customers 
becomes a general trade slogan. 
You, the advertiser, can “go to the 
pictures”—reach this vast market 

through PRESBURYS, the firm 
who first introduced the screen to 
National Advertisers. Unsur- 
passed in quality of production, 
PRESBURYS films, _filmlets 
(monochrome or coloured) and 
slides are proven media for 
successful results. 


PRESBURYS 


S. PRESBURY & CO. LTD. 
Gloucester House 
19 Charing Cross Rd, London, W.C.2 
Whitehall 360! 


“Member of the Association of Specialised 
Film Producers ** 


cover for ignorance or selfish- 
ness; all of which wouid have 
been relatively unimportant ex- 
cept that very often a potential 
sponsor had to suffer it. As the 
sponsor was a keen industrialist, 
who knew quite well what he 
wanted, this sort of treatment 
only made him resentful and 
suspicious; but that did not sig- 
nify. To some producers he was 
a “fish to be caught.” 

I have actually heard it said 
by a producer, “The sponsor? It 
isn’t what he thinks he wants— 
it's what we give him.” 

As I grew older in the busi- 
ness, | discovered, of course, that 
there were many sensible and 
down-to-earth producers, who 
understood the sponsor and his 
problems and were only too 
anxious to meet him on his own 
terms; but the mumbo-jumbo 
boys were too plentiful. They 
have done, and still do, the in- 
dustry a lot of harm. 

Admittedly, a normal business 
approach to the inexperienced 
sponsor is not an easy thing to 
find (because films, after all, are 
even more complex than most 
industrial processes). Each pro- 
ducer has to work out his own, 
but, in casting around for a con- 
vincing analogy, I realised that 
the making of a film resembfss 
building a house. 

If you come to think of it, the 
stages are much the same in both 
instances. The first story outline 
corresponds to the architect's 
rough drawing. As the architect 
must decide the purpose of his 
building, so must the producer 
agree with the sponsor the pur- 
pose of the film. Secondly, the 
question is, is this house/film 
what is wanted, and is it an econ- 
omic proposition? 

At every stage the analogy 
applies: 

Story outline—Rough draw- 
ing. 

First script—Blue print. 

Shooting script and estimate 
of cost budget—Approved 
plans and estimate of costs. 

Shooting schedule—Building 
plans. 

Final Commission by spon- 
sor—Contracts fixed by archi- 
tect, builders, etc. 

Careful and strict control and 
adherence to budget—Careful 
and strict control and adher- 
ence to budget. 

No alterations without con- 
sulting sponsor, NOT recom- 
mended unless circumstances 
change outside the control of 
the producer—No alterations 
without consulting buyer. NOT 
recommended unless circum- 
stances change outside the 
control of the architect. 

All this is straightforward, but 
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of course, the first-time sponsor 
does require some more explana- 
tion about the budget. 

Here I hasten to emphasise 
that I am referring to straight- 
forward industrial films, where 
nothing peculiarly complicated or 
elaborate is expected. 

The budget can be an intelligent 
estimate based on actual experi- 
ence—locations must first be 
decided and all the down-to- 
earth details of lighting, equip- 
ment, time, labour involved, film 
stock to be used, process charges, 
recording, dubbing, etc., all taken 
into account. All these follow a 
prescribed formula in the form 
of cost sheets, 

Weekly posting of expenditure 
on individual films against 
budget items shows a producer 
the financial position at all stages 
of production, and there is no 
excuse ever for a producer un- 
knowingly to go above the 
budget. 

There is one very good ap- 
proach to a sponsor when dis- 
cussing costs. The fact that he 
is a fair-minded business man 
permits a producer to approach 
him on equitable terms. 

Having arrived at a fair esti- 
mate of cost, the producer must 
then allow for production hazards 
which will involve extra cost. If 


he is to be held to a firm esti- 
mate for the final cost of the 
film, he must provide for these 
additional costs in the quotation 
to the sponsor; but, if the spon- 
sor will agree to actual produc- 
tion costs, plus an agreed 
percentage loading for over- 
heads (and I find that he un- 
hesitatingly does), a far more 
satisfactory relationship grows up 
between him and the producer. 


Use Of Film 
Must Grow 


In those words “satisfactory 
relationship” lies, 1 am con- 
vinced, the key which we pro- 
ducers must use if we are to take 
full advantage of the growth of 
the film in industry. Grow it 
must, with each new sponsor 
recruited, 

But we must remember that 
the sponsor is first and foremost 
a business man, whose acumen 
should be respected, likewise his 
preference for direct and concise 
propositions. 

As it is, there is suspicion in 
the minds of many who might 
be good friends to this new 
medium of business relations 
because of the almost dishonest 
approach made by those of us 
who delight in washing our 
esoteric linen in public. 


THE POWER OF THE BELLY LAUGH 


(Continued from page 72) 


dealer go through the drill of 
logging, checking, and maintain- 
ing the tractor through its first 
six months’ teething. 

Apart from a lack of photo- 
graphic depth, the Merlin Film 
Co. have given the production 
everything it needs in a work- 
manlike manner. 


Lesson In 
Cowmanship 
ARMING would seem to 
dominate the January scene. 

Here we have the British Oil 
and Cake Mills Ltd. presenting 
“Cowmanship” or the system of 
Professor Boutflour, M.Sc., 
Principal of the Royal Agricul- 
tural College. The film sets out 
to demonstrate that any herd of 
cattle can produce 1,000 gallons 
of milk a head annually. The 
technique is shown in four sec- 
tions: Feeding for production, 
steaming-up, control of bulk, and 
milking technique. 

The film itself is a pure visual 
lesson to farmers, whose interest 
is assured in advance. It was 
produced by Trident Films Ltd. 
and runs for 35 minutes. 


Dried Milk 


De Luxe 
VERY good idea of the 
wide range of baby foods 
being produced by Cow & Gate 
Ltd. is conveyed through “The 


Cow and Gate Story,” a 16 mm. 
Kodachrome film, running time 
20 minutes. 

Addressed primarily to the 
medical profession, the film is 
a logical account of the various 
stages of scientific analysis and 
hygienic measures taken ito 
ensure that this famous brand of 
dried milk reaches the requisite 
standards. 

Stanley Schofield was the 
producer, Alvar Liddell the 
commentator. 


A Difficult Story 
Well Filmed 


N pursvance of their internal 

relations policy of bringing 
a visual understanding of the 
activities of each of their 
divisions to the attention of the 
others, the LC.1. Film Unit have 
now completed “Harvest from 
the Sky.” ; 

This is the story of their 
gigantic Billingham works on the 
North-East coast, where a wide 
range of chemicals and fertilisers, 
petrol, and plaster board is 
produced. ’ 

It is not an easy story to film. 
The various processes are hidden 
in great tubular pipes and steel 
vats. Yet, by fine photography 
and sound commentary, a 
mental picture is built up which 
is truly impressive. The film is 
in black and white and runs for 
20 minutes. 
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THE BROOK 


CONTINUOUS 


FILM PROJECTION 


CABINET 


BRITISH INDUSTRIES FAIR 1951 


and other exhibitions 


Film can be projected continuously or projection 
can be automatically arrested after each showing. 
The projection mechanism can be built into a stand 
design if desired. 


For hiring charge and full particulars write to 


SOUND-SERVICES LTD. 


(AN ASSOCIATE OF THE FILM PRODUCERS GUILD) 
GUILD HOUSE, UPPER ST. MARTIN’S LANE, 
LONDON, W.C.2 


Film Library and Works 
269 KINGSTON ROAD, MERTON PARK, 
LONDON, S.W.19 LiBerty 4291 
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A BUSY year is ahead of 
Mrs. S. S. Elliott, exhibition 
director and acting secretary 
of the Office Appliance 
Trades Association. 1 imagine it 
was for her work in organising 
the Business Efficiency Exhibition 
at Olympia in 1949 and at the 
City Hall, Manchester, last Sep- 
tember, that she received an 
M.B.E. in the New = Year's 
Honours List. 

In June the Association are 
staging the world’s biggest exhi- 
bition of office equipment, to link 
up with the Festival of Britain. 
In addition Mrs. Elliott is organ- 
ising a minor exhibition at the 
McLellan Galleries, Glasgow, in 
February, and she will have a 
major part in arranging the indus- 
try’s section at the B.LF., at 
Olympia, where 25,000 square 
feet have been allotted to the dis- 
play of office equipment. 

Mrs. Elliott has been with the 
O.A.T.A. for 27 years, and dur- 
ing that period has continuously 
subscribed articles on the indus- 
try to trade and technical papers, 
including the London Chamber 


Mainly Personal— 


By CONTACT 


of Commerce Journal, until com- 
paratively recently. 

In 1939 she was invited to help 
form the A.T.S. but declined on 
the express request of the then 
president of the O.A.T.A. in view 
of the importance of the office 
equipment industry in the prose- 
cution of the war. When the 
Government set up the Director- 
ate of Office Machinery, she was 
appointed to represent this indus- 
try on a sub-committee of the 
executive production council, one 
of the committees of the War 
Cabinet. 

Hers was evidently a “marriage 
of true minds.” The late Mr. 
Elliott was an advertisement 
representative on the Daily Mail 
and Daily Mirror; his father was 
publicity manager of Sporting 
Life, of which his grandfather 
was also on the advertisement 


side. 
. * * 

J. BRUCE OMAND, who in 
the Scottish Supplement to this 
issue gives some sound advice 
about points to bear in mind 
when advertising in Scotland, 
claims that his work is his hobby, 
and proves it by lecturing to 


for the better 


} 


Even in these days of limited appropriations and 
higher advertising costs, the space buyer finds 
means of adding ‘the better’ media. 

There is reason to include ‘THE UNIVERSE’ under 
this heading, for the rapid change in net sales can 
only emphasise the value of the editorial columns 
and the consequent increase in pulling power of 


advertisements. 


A.B.C. figure — June 1950 231,723 copies weekly 


PRESENT SALES EXCEED! 


238,500 


copies weekly 


Buy in the right market and get 
QUALITY - QUANTITY « RESULTS 
at 40)- per s.c. inch 
No national appropriation is complete without 


The Universe 


FIELD HOUSE-BREAMS BUILDINGS: LONDON EC4 


students of the Advertising Asso- 
ciation and of the Institute of 
Incorporated Practitioners in Ad- 
vertising in Glasgow Commercial 
College. Like a greater contem- 
porary, he relaxes with brush and 
canvas—not to mention golf, 
tennis, cricket, and ski-ing in 
season. Gardening he leaves to 
his wife, son, and daughter. 

An associate of the LI.P.A. 
and the Incorporated Sales 
Managers’ Association, Omand 
is a director of Sommerville & 


Milne Ltd. Glasgow and 
London. 

a * 3s 
RODNEY HOBSON, whose 


humorous and satirical articles, 
stories, and light verse have 
raised many a chuckle among 
readers of ADVERTISER'S WEEKLY 
Christmas numbers, has now set 
up a freelance copywriting and 
radio script service. With him in 
this venture, which is located at 
4 Denman Street. are two other 
men, Cecil Harrington and Don 
Fraser. All three are doing 
radio scripting, while Rodney is 
also busy on the copywriting side. 
He has had plenty of success- 
ful experience in both fields. For 
the last two years he has been a 
copywriter with Erwin, Wasey 
and before that was associated 
with Ted Kavanagh as a script 
writer. He once worked in the 
publicity department of Gau- 
mont British under Sir Francis 
Meynell, and 
before 
war was a 
script writer 
in the radio 
department 
of Saward 
Baker. The 
film rights 
of a novel 
of his were 
acquired by 
Warner. For 
Ian_ = Allan, 
who runs 
the “Spot- 
ters’ Club,” 
Rodney _re- 
cently produced an adventure 
story for boys and a children’s 
book—both with a railway 
theme. 
With this record behind him, 
it is no wonder that some of the 


Rodney Hobson 


smaller agencies are finding 
a of work for Rodney 
obson. 


* . * 

AIM OF Graeme Cranch, presi- 
dent till June of the Market 
Research Society, is to extend 
the prestige of the Society and an 
understanding of the functions of 
market research, throughout a 
much wider field than at present. 
In line with this was the week- 
end educational course at Stock- 

rt last November. The possi- 

ility of an extended series of 
week-end conferences is now 
being considered. 

Cranch also tells me that the 
Society will be the hosts at the 
international conference which 
the European Society of Market 
Research (of which he is vice- 
president) will hold in this 
country September 10-14. The 


January 11, 1951 


World Association of Public 
Opinion Research has been in- 
vited to participate. Cranch is 
chairman of the organising sub- 
committee. 
My guess 
is that inter- 


work § 
that is being 
carried out 
by members, 
have called 
for a review 
of its aims and activities, and the 
council are considering possible 
amendments to the constitution. 
1950-51 is undoubtedly the 
busiest period the Society has 
known. 


* * * 


RECENTLY here for a 10-day 
visit to this country and the Con- 
tinent was Alfred Stanford, adver- 
tising director and vice-president, 
New York Herald Tribune. While 
here he visited his son Peter, a 
Cambridge student, who during 
the summer holidays wrote a 
series of articles for Home Coun- 
ties Newspapers, Luton; and he 
also looked up wartime friends. 
When a delegation from the 
British Newspaper Society visited 
New York three years ago, he was 
executive director of the Bureau 
of Advertising of America and 
gave them much help. He last 
visited England about two years 
ago, at the time of his appoint- 
ment to the Herald Tribune, and a 
luncheon was then given in his 
honour by the Newspaper Society. 
Stanford was the moving light 
behind the Herald Tribune ven- 
ture of producing the paper in an 
early edition called the “Early- 
bird,” designed to provide a 
morning paper on sale at all New 
York newstands by 8.30 p.m. on 
the previous evening, complete 
with Wall Street prices and ball 
game stories. The delivery simul- 
taneously to 3,000 newstands in- 
volved the Herald Tribune in the 
bulk purchase of 500 delivery 
vehicles. 
Latest reports on the “Early- 
bird” shows that it is having a 
at measure of success, increas- 
ing advertising lines and circula- 
tion to a new “high.” 


WEEKS WISECRACK 


~ 


Graeme Cranch 


“,..and send a note to 
Mrs. Dale thanking her 
for the diary”. 
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PIPES 
OF 


san 


) _| PEACE 


With enthusiastic ‘* Ughs "’ of approval these Noble Redmen forgot their 
tribal reserve and voted Mr. Alfred Leadbeater, that intrepid plumber, an 
honorary brave of the Chuckitups. The Hack-knife is buried and not for all 
the wampum in the U.S. Treasury would they return to the messy ways of 
their fathers. Sitting Duck said a heap of sooth when he intoned :—** Mighty 
medicine, Great Se-cu-rex, Swift as scalping, Tight as Tom-tom, holding fast 
the rushing waters in the best of Paleface lodges (quite the best of Paleface 
dodges). Mighty plumber, Alf. Leadbeater, Mighty Totem, Great Se-cu-rex.”’ 
“| tote ‘em on every job,"’ drawled Alf. (Slim) Leadbeater. ‘‘ The finest 
Plumbers’ Union in the world.” 


SECUREX 


SOLDERLESS COMPRESSION SOLE MANUFACTURERS 
NS JAMES H. LAMONT & CO. LTD. 
ENGINEERS BRASSFOUNDERS 


GYLEMUIR WORKS, CORSTORPHINE, EDINBURGH, |2, SCOTLAND. 
Telephone : Corstorphine 66641-2. Telegrams : ‘‘ Solderless, Edinburgh.” 


LONDON OFFICE : NORFOLK HOUSE, LAURENCE POUNTNEY HILL, E.C.4. 
Telephone : Mansion House 5700. Telegrams : ‘* Yutaka Cannon, London.” 
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Whatever your Banking needs may be, The Commercial Bank 


| 
of Scotland is in a position to meet them. The Bank’s services 


are available at over 300 Branches and Sub-offices in Scotland 


and three offices in London. 


THE 
COMMERCIAL BANK 
OF 
SCOTLAND LIMITED 


HEAD OFFICE: 
14 GEORGE STREET - EDINBURGH 
General Manager: SIR JOHN MAXWELL ERSKINE, C.B.E., D.L. 
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65 BUCHANAN STREET © GLASGOW ® 56 FLEET STREET * LONDON 
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THE 


COVER ALL | SCOTSMAN 
SCOTTISH COTLAND'S most nena aon 


the country and extends far into England. 
THE SCOTSMAN should head the list of 
M A R media for advertising ‘‘ quality’ products 
: and services to the country’s most worth- 
while markets. 


Three leading newspapers 


which provide advertisers W s E K [¥ 


with effective and 


economical coverage in SCOTSMAN 


their own particular 


peor with Scots of all ages, this 
fa 


zones of influence, and 


mily weekly circulates throughout 
Scotland and penetrates into isolated dis- 


which should certainly be tricts. The WEEKLY SCOTSMAN is an 


effective medium in which to advertise 


included in campaigns products that meet the needs of families in 
: all walks of life. 
directed to Scottish 


ese EVENING 
DISPATCH 


ety a family newspaper, the 
North Bridge, EDINBURGH EVENING DISPATCH appeals to all classes 


33 Gordon Street, GLASGOW in the south-east because of its progressive 


policy and varied news and feature services. 
63 Fleet Street, LONDON, E.C.4 Households and other markets in this zone 


can be reached through this economical 
medium. 
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Hector McNeil 


Rt. Hon. Hector McNeil, M.P. 
—SCOTLAND has reason to be con- 
fident that, given normal condi- 
tions, 1951 will be a notable year 
in her history. The country al- 
ready has more work on hand 
than ever before; the traditional 
heavy industries are in good con- 
dition, and the new industries 
springing up all over the Scottish 
Development Area are bringing 
new renown to the craftsmen of 
Clydeside and elsewhere. We are 
ready, therefore, to welcome to 
our midst the many visitors who 
will be attracted to Scotland dur- 
ing this Festival Year. The great 
exhibition of Power and Ship- 
building in Glasgow, the Festival 
of Music and Drama in Edin- 
burgh, and the many other events 
which are being planned for this 
year, will convey to them some- 
thing of the new spirit that is 
abroad in the land. Any time is 
a good time to see Scotland: but 
this Festival year should not be 
missed. 


Lord Bilsland—ScoTLaNp looks 
forward to the Festival of Britain 
year as praviding opportunity to 
act as hosts to a greater number 
of overseas visitors than ever. As 
President of the Scottish Council 
(Development and _ Industry), 
which is active to promote the 
industrial development of Scot- 
land, I regard 1951 as a time for 
assessing the achievemenis of the 
past century and for presenting to 
a great company of friends from 
abroad a picture of the contribu- 
tion which Scotland has made 
and is making to British civilisa- 
tion. 

Scotland is honoured with the 
task of presenting the story of 
British heavy engineering in the 
Exhibition of Industrial Power ‘n 
Glasgow’s Kelvin Hall and that 
story will be the more effectively 
told in that it is a presented 
in that part of Scotland where 


visitors will be able to relate the 
spectacle of the Exhibition to the 
work-a-day activities of the ship- 
yards and heavy engineering shops 
concentrated there. 

In the Exhibition in Glasgow, 
in the Festival of Music and 


Scotland’s part in the 


Festival of Britain is the 


theme of these 


MESSAGES 


specially contributed at the 


request of Advertiser’s Weekly 


Lord Bilsland 


* Gerald Barry 


RT. HON. HECTOR McNEIL, M.P., 
Secretary of State for Scotland. 


LORD BILSLAND, 


* 


President, The Scottish Council 


GERALD BARRY, 


(Development and Industry). 


Director General, The Festival of Britain. 


R. A. MACLEAN, 


* 


Chairman, Scottish Committee of the Council 


Drama in Edinburgh and in the 
other exhibitions in the various 
localities of Scotland, visitors 
will see the proofs that this coun- 
try is taking her fair share in 
British industrial and cultural 
life and, I am sure, that the 
Festival of Britain will not onl 
make a good impression on a 
visitors but will provide a source 
of inspiration to our own folk. 


Gerald Barry—I am very glad 
to have this opportunity of saying 
a few words about Scotland's 
part in the Festival of Britain, 
and I should like to congratulate 
the ADVERTISER'S WEEKLY very 
warmly on its initiative in giving 
the major part to the Festival in 
their Scottish Supplement. 

We cannot emphasise too much 
that this celebration is to reach 
into the furthest corners of our 
land, that the Festival spirix will 
be everywhere in England, Wales, 
Northern Ireland, and very much 


of Industrial Design. 


in Scotland. At Glasgow there 
will be an important section of 
the national programme, the Ex- 
hibition of Industrial Power, in- 
tended to show in a vivid way, 
easily understood by the man-in- 
the-street, the story of British 
achievements in heavy industry 
and associated technologies. This 

romises to be an exceptionally 
fine and arresting show. Festivals 
of drama and arts will be held in 
five of Scotland’s towns and cities. 
The Festival Ship Campania is 
to visit Dundee and the Clyde. 
Edinburgh’s celebrated Inter- 
national Festival is to be aug- 
mented for 195], while the plans 
being made for a gathering of the 
clans and a parade of Pipe Bands 
are certain to excite the imagina- 
tion of visitors. 

The Scots will prove, with their 
customary vigour and sincerity 
that the Festival is truly “of 
Britain” and will demonstrate 


-how much civilisation owes to the 


wisdom and skill of the North. 


R. A. Maclean 


R. A. Maclean—THe Festivat 
of Britain will record Britain's 
leading achievements in the Arts, 
Science, Technology and Indus- 
trial Design. Scotland's contribu- 
tion on the industrial side will be 
considerable. All the world 
knows of Lanarkshire steel, of 
Clyde shipbuilding and marine 
engineering. The unchallengeable 
ships Queen Mary and Queen 
Elizabeth, the chief passenger- 
carrying links between the two 
greatest industrialised continents 
in the world, are living proofs of 


met 


Scottish industrial power and 
skill. But Scotland produces 
goods and merchandise of 


supreme quality in much wider 
fields than shipbuilding and en- 
gineering. Our tweeds, tartans, 
cashmeres, hosiery, lace, preci- 
sion instruments, agricultural 
machinery, carpets and linoleum 
are equally famous and by no 
means exhaust the list. There is 
probably no quality store in the 
whole world which does not have 
goods of Scottish manufacture, a 
tribute without parallel to the 
energy of a nation of only five 
million persons. 

In keeping with Scotland’ 
notable achievements in the 
heavier fields of science and tech- 
nology, Glasgow has been chosen) 
as the site of Britain’s Exhibition) 
of Industrial Power, and heres 
from May to August next, will be” 
displayed in graphic manner the 
development of coal, water and 
electrical power from the earlier 
steam engine to the harnessing of 
the atom. To show that Scottish” 
skill and craft applies no less to” 
handwork than to large scale) 
machine production, an exhibi- 
tion in Edinburgh will show some 
of the finest and most historic 
pieces produced by Scots in past 
centuries. This exhibition will 
also show the life and vitality 
currently existing in contempor- 
ary crafts, such as present day 
tapestry weaving, cabinet making, 
carving, pottery, lace, glass. silver 
and so on. Other Scottish pro- 
ducts will find a permanent place 
in the South Bank Exhibition in 
London. 

The place of Scottish industry 
in the Festival of Britain is 


~~ 


‘ assured and will be memorable. 


The work done by ADver- 
TISER’S WEEKLY in producing a 
special supplement is most op- 
portune and on behalf of the 
Scottish Committee of the Coun- 
cil of Industrial Design, I should 
like to place on record, through 
these columns, our appreciation 
of the response made by Scottish 
industry to the Festival appeal. 
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Over 250 Years of Fanking Service 
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Constituted by Act of Parliament, 1695 


TOTAL ASSETS 
EXCEED £115 MILLIONS 


GOVERNOR: 


Tae Ricat Hon. LORD ELPHINSTONE, K.T. 
Derury Governor: SIR JOHN CRAIG, C.B.E., D.L. 


J. B. CRAWFORD, Treasurer 


Over 230 Branches & Sub-Branches 


EVERY DESCRIPTION OF BRITISH AND 
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BANK OF SCOTLAND 
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appealing to so many 

different interests has been 
arrangedgfor Festival Year in 
Scotland, that [I shall not 
attempt to set them in any 
order of importance. 

The Festival Ship “Campania” 
is performing a dual role in Scot- 
land for she will, in addition to 
bringing the condensed version 
of the South Bank Exhibition, 
both begin and end our official 
celebrations by her arrival at 
Dundee on May 18 and her de- 
parture from Glasgow’ on 
September 29, after her voyage 
round the East and West coasts 
of Scotland and England. 

On May 28 the Exhibition of 
Industrial Power in Glasgow will 
open, and I can only say here 
that I am waiting with consider- 
able impatience for its opening. 

It will be followed on June 1 
by the Exhibition of Modern 
Scottish Books and Printing in 
the Mitchell Library, Glasgow. 


Sire a variety of events 


This exhibition will consist en-~ 


tirely of twentieth century books. 
There will be some fine examples 
of Scottish printing and book 
production on view. 

The exhibition will illustrate 
Scotland’s great contribution to 

~ modern life and letters in a com- 
prehensive collection of works 
about Scotland, her way of life 
and institutions and books by 
Scottish authors in fiction, history, 
sociology, philosophy and the 
sciences. 

Opening on August 2 in the 
beautiful Signet Library, Edin- 
burgh, will be an _ Exhibition 
based on the Golden Age of Scot- 
tish literature, the 18th century. 
Great care will be taken to dis- 
play these treasures of the past 
in a manner appropriate to the 
books themselves and to the 
room in which they will be dis- 
played. 

From June 17-30 there will be 
a Highland Festival in Inverness 
the nucleus of which will be pro- 
vided by the Arts Council's 
arrangements for special musical 
and ballet performances. Local 
plans are also well advanced for 
a Highland Gathering which will 
offer all the characteristic 


Northern events. 
In Dumfries 


the traditional 
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SCOTLAND 
will play its full part 


in the 


FESTIVAL OF BRITAIN 
By Sir John Handford, C.B., O.B.E. 


Secretary, Scottish Committee, Festival of Britain. 


Scotland plans to play its full part in the Festival of Britain. Its 
industries and crafts, its cultural heritage, its national traditions, 
and its natural beauty, will all be presented in such a way that no visitor 
to the land North of the Border can fail to realise the unique and 
characteristic contribution the Scots have made to British life. 


Sir John Handford here outlines briefly the events so far arranged, 
standing among them being the Exhibition of Industrial Power in 


out- 


Glasgow, the Highland Festival at Inverness, and, at Edinburgh, the 
Gathering of the Clans which will precede the Festival of Music and 
Drama, and an Exhibition of Scottish Architecture and Crafts. 


pageantry of “Guid Nychburris 
(Neighbours) Week” will 
accompanied by an Arts Festival 
opening on June 24 and Aber- 
deen will have a festival of music 
and ballet from July 30 to August 
12. Perth, with its centuries-old 
tradition of drama, will diso cele- 
brate. These centres have been 
specially selected for the presen- 
tation of arts programmes in 
collaboration with the Scottish 
Committee of the Arts Council. 

In mid-July the Exhibition of 
Scottish Architecture and Crafts 
organised jointly by the Scottish 
Committee of the Council of In- 
dustrial Design will open in the 
Royal Scottish Museum, Edin- 
burgh. Family heirlooms and 
exhibits worth £500,000 will be 
assembled for this ten-week exhi- 
bition. 

It is the most ambitious collec- 
tion of Scottish treasures of 
craftsmanship ever attempted and 
is being arranged with the help 
of Scotland's oldest families. It 
is planned to enable visitors to 
see the best examples of ancient 
and contemporary craftsmanship 
against a background of the 
architecture of their period. 

Modern craftsmen will be at 
work in the exhibition demon- 
strating the skills which lie be- 
hind the fine ceramics and metal 
work being made in Scotland to- 
day. 

Festival of Britain Year has 
been chosen for the first British 
visit of the International Amateur 
Film Festival which will bring 
delegates from all over the world 


to Glasgow from August 13 to 
19. About a hundred represen- 
tatives will judge sixty to eighty 
films submitted by amateurs com- 
peting for the twelve awards 
made at the festival. The festi- 
val will close with a public show- 
ing of the prize-winning films in 
the Cosmos Cinema, Glasgow, 
on August 19 and in Edinburgh 
on August 20. 

This occasion will be the 
Tenth Congress and thirteenth 
Amateur International Film Festi- 
val of the Unione Internationale 
de Cinema d’Amateur. 

The Gathering of the Clans 
and Pipe Band Parade which 
opens on August 16 will occupy 
the four days preceding Edin- 
burgh’s Fifth Festival of Music 
and Drama. 

Men and women of Highland 
descent will be coming from all 
over the world for this imagina- 
tive rally which will include a 
Gaelic concert featuring the best 
singers in Scotland's old language; 
a Highland Ball; the Gathering 
itself at Murrayfield where clans- 
men from far and near will meet, 
Highland athletes will compete, 
pipe bands will play en masse 
and what bids fair to be a 
memorable display of Highland 
dancing will be staged. 

For: 1951 the organisers of 
Edinburgh’s Festival of Music 
and Drama will outdo their past 
four years’ successes with three 
weeks of the best music, opera, 
drama and ballet the world can 
provide to form one of the 
greatest cultural events in the 
Festival of Britain. 


But after all this is a festival of 
the people, for the people, and 
there is every hope that there will 
be a widespread augmentation of 
the formal events noted above. 
Local authorities are showing 
great interest in the Festival and 
many have already intimated that 
they are planning special cele- 
brations next year. 

International football games 
are being arranged by the Scot- 
tish Football Association; yacht 
racing clubs in the Firths of 
Clyde and Forth are organising 
special events; a new and original 
theatre will open in Pitlochry 
with a Festival programme; the 
old established Highland Games 
will be specially augmented; the 
Royal Highland and Agricultural 
Show will be given a Festival 
flavour and it is expected that a 
British Legion “Masque of Scot- 
land” will be staged in Edin- 
burgh. 

Plans are also being made for 
the beautification of city and 
suburban districts with flowering 
trees and shrubs and there will 
be a_ special attraction for 
gardeners at Culzean Castle, Ayr- 
shire, where the National Trust 
for Scotland will arrange that the 
beautiful and interesting gardens 
containing many rare horticul- 
tural specimens and varieties are 
at their best and available for in- 
spection in the Festival Year. 

This outline of the part to be 
played by Scotland in the Festi- 
val of Britain 1951 will, of 
course, be expanded later and 
further details will be announced 
as plans mature. 
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Here will be told the WHOLE 
STORY OF BRITISH 
HEAVY ENGINEERING 


By ALASTAIR BORTHWICK 


Organiser, Kelvin Hall Exhibition 


of Industrial Power, Glasgow. 
The Exhibition of Industrial Power to be opened at Kelvin Hall, Glasgow, 
on May 28, as a part of the Festival of Britain, has been scripted like 
a film. It will tell a story - that of British heavy engineering. Not only 


will it stage equipment; it will stage a spectacle as well. 


N the Glasgow Exhibition 

of Industrial Power the 
whole story of British Heavy 
Engineering is going to be 
told to a mass audience for 
the first time. I want to 
emphasise that—the story is the 
thing. From entrance to exit, the 
exhibition has been scripted like 
a film, and our aim has been to 
show not only machinery but the 
men who made it and the effect it 
has had on us all. And there is 
one more thing we have aimed at 
from the very start. If the Festi- 
val of Britain is to live up to its 
name, it must in fact be a festi- 
val, a people’s show. It must not 
be ponderous. We decided that 
simply to show machinery would 
not be enough, especially for 
women; and so we have set out 
not only to represent the very 
best equipment Britain has to 
show, but to stage a spectacle as 
well. The plans are now com- 
plete, and I think we have suc- 
ceeded. 

Our task was made easier by 
the fact that the Exhibition of 
Industrial Power is not going to 
be a trade fair, which would in- 
evitably have meant carving up 
the area into a multitude of 
small stands. It will be a selec- 
tive exhibition (manufacturers are 
being invited to lend us their best 
equipment to illustrate the story, 
at no charge to themselves other 
than the cost of transport) and 
so we have had the advantage of 
a free layout. The architects have 
had the chance to plan on the 
heroic scale which the subject 
demands. We have concentrated 
on spectacle and broad effects. 
If the subject is shipbuilding, we 
build a ship. If it is coal mining, 
we takc the public down the 
mine. If it is hydro-electricity, 
there is water everywhere. And 
the whole is linked by a strong 
story. 

The bare statistics about the 
show are that it will cover rather 
more than 100,000 square feet 
and will cost £380,000. This is 
how it is developing. 

The planning of the exhibition 


people’s show. 


threw up the fact that the story 
of British heavy engineering is 
really the story of man’s conquest 
of power. It would be excessively 
modest of us to evade the bald 
truth that it was British brains 
which made that conquest. 

From here we moved to break- 
ing the story down to its ten 
essential chapters—coal, iron and 
steel, machine tools, engines, 
electric power, hydro-electricity, 
civil engineering, irrigation, rail- 
ways and shipbuilding. 


Our early thinking about the 
exhibition also brought us up 
against the truth that there are 
two sources of raw power for 
heavy engineering — coal and 
water. So the chapters of the 
heavy engineering story are 
strung on these two threads. This 
in its turn, dictated the physical 
shape of the exhibition. The 
story is being told in two parallel 
sequences. The visitor to the 
Kelvin Hall on entering will have 
a choice of following the coal 
sequence or the water sequence 
first when touring the exhibition. 

Whichever choice he makes 
will bring him eventually to the 


It will be a 


Great Hall of the exhibition in 
which the shipbuilding and rail- 
way branches of heavy engineer- 
ing will be presented on a grand 
scale built around a ship’s hull 
Ho the full length of the 


At the start is the Hall of 
Power which symbolises the coal- 
water theme on which the exhibi- 
tion is based. It will be 160 feet 
long, 56 feet wide, and 35 feet 
high, taken up on the left side 
by a cliff of coal bearing heroic- 


sized human figures in low relief, 
uncer which a stairway will rise 
towards the coal sequence of the 
exhibition. 

The opposite end of this hall 
will symbolise water. The public 
will walk to the water sequence 
through a glass tunnel which will 
have 20,000 gallons of water a 
minute crashing down upon it. 

If the visitor decides to begin 
with the coal sequence, he will 
first of all find himself in a fan- 
tastic prehistoric forest seeing at 
full scale the birth of coal, and 
then be invited to go down a coal 
mine in a real pit cage. 

There is to be a little deception 


here and we think it is going to 
be effective. The actual distance 
between the pithead and the pit 
face in our Kelvin Hall coal 
mine will be 16 feet, but, by an 
illusion, visitors will be con- 
vinced that they have dropped 
a thousand feet when they emerge 
from the pit cage into a coal 
mine which will reproduce work- 
ing conditions of two hundred 
years ago. 

When visitors have had time 
to absorb the rigours of 


eighteenth century coal mining, 
they will move into a modern 
working where teams of Scottish 
miners will demonstrate the most 
up-to-date methods of coal cut- 
ting and conveying with Bri 
machinery. 

A sharp contrast with the som- 
breness of coal mining will be 
made immediately the visitor 
enters the steel section, which 
opens in a hall entirely con- 
structed of shiny stainless steel. 
Here will be told the achieve- 
ments of the fathers of the in- 
dustry and of the present-day re- 
search-scientists. 

The floor of this hall will be 
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An artist’s impression of what 
w 


a mosaic comprising every type 
of rolled steel section produced 
in Britain and, as its centrepiece, 
there will be a half scale model 
of the largest ingot made in this 
country which will be white hot 
to every sense except touch. 

When we start to tell the story 
of how we work steel, we will 
open logically enough in a 
smithy where teams of skilled 
blacksmiths will be at work 
demonstrating the skills essential 
to hand-working steel. This visual 
demonstration of the limit to 
what man’s hands can do with 
steel carries us on through the 
development of mechanical forg- 
ing and rolling. 

The last part of the steel sec- 
tion of the exhibition will be, to 
all intents and purposes, a sec- 
tion of a modern works equipped 
with the very best machine tools, 
which will be engaged in produc- 
tive work. The atmosphere will 
be maintained by having the 
machines served with raw 
materials by overhead cranes. 


ill look like. 


The next chapter of the story 
is devoted to the machines which 
provide power for industry and 
will start with the historical pro- 
gression from man power through 
horse, wind and water power. 

In this section we will present 
the biggest sort of modern steam 
engine—a complete boiler station. 
I know that that is absurd. A 
complete boiler station would 
take up the whole exhibition's 
floor space but, in fact, the de- 
signers, with their customary 
magic, will contrive to show every 
essential component of a boiler 
station, its place in the installa- 
tion, what it does, and how it 
does it. I think it would be well 
worth your money just to see 
how they have contrived this. 

The electric power hall which 
follows will tell the story of elec- 
tricity from the days when it was 
a series of parlour tricks down to 
the era of the Grid and the giant 
power station. 

The coal sequence, like the 
water sequence, ends in the Great 
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the Hall of the Future at the Exhibition 


— 
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Hall of the exhibition where the 
visitor's first sight will be the 
bows of a ship towering above 
him. The first point to be made 
here is that Britain gave not only 
railways to the world but the men 
to run them. 

There will be a wealth of de- 
tail here which must catch the 
enthusiasm, not only of the 
engine spotter, but of anyone 
who has ever bought a railway 
ticket. The visitor will be able 
to play with railway ticket issu- 
ing machines, with signals, with 
all the paraphernalia of running 
a railway. And since everyone is 
a boy at heart, we will have an 
elaborate model! railway, up to 
date in every detail, with over a 
score of locomotives on it. Domi- 
nating them will be real locomo- 
tives, and a display of export 
types seldom seen in this country. 

The shipping section will be 
carried on galleries overlooking 
the ship’s hull which fills the 
Great Hall. One of its highlights 
will be a harbour radar set in 
full operation. It will be linked 
with an observation post on the 
Lower Clyde and on the radar 
screen visitors wil, be able to 
watch ship movements which are 
hannening twenty miles away. 

The essentials of a ship will be 
laid bare inside the ship's hull 
and the luxury of a first class 
passenger saloon will be con- 
trasted with the utilitarian 
efficiency of a modern engine 
room. The over-all theme will 
be Britain's commanding position 
as a shipbuilding nation. 

From the Great Hal! the visi- 
tor will go back to the beginning 
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Bold, modern design will make the Hall of Power 
a memorable spectacle. 


again to follow the water 
sequence and, throughout this 
latter half of his tour, water will 
be present all the way through, 
its how ending in a waterfall 50 
feet wide which falls into the 
irrigation and structural engineer- 
ing sections. 

The biggest story to be told in 
the civil engineering section is 
one which is, as yet, little known 
in Britain but will be in our 
newspapers for years to come: 
the great Nile Valley scheme 
which is at present being deve- 
loped, partly by British engineers, 
to harness the full power of the 
Nile and bring great stretches of 
desert into cultivation. 

A big story much nearer home 
is to be told in the hydro-electric 
section in which hydro-electricity 
will be presented as a social as 
well as a physical force and an 
attempt will be made to look into 
the future and see the impact of 
this new source of power upon 
the Scottish economy. 

The final presentation of the 
exhibition will be devoted to the 
power source of the future— 
atomic energy. To express its 
scope a great dome representing 
the night sky will hang over a 
metal cone projecting from the 
floor of the hall, its top glowing 
and pulsing as it throws lightning 
flashes towards the starry sky. 

This cone is the working head 
of the Tesla machine, an electri- 
cal testing apparatus generating 
a million volts. It will be the 
centrepiece of a final presentation 
embracing five circular pits in 
which representations of Fara- 
day, Watt and the others will be 
seen carrying out the experiments 
on which modern engineering is 
based so that the visitor will be 
walking in the present, looking 
down to the past and up to the 
future. 

My job in the exhibition is 
Organiser and I am also respon- 
sible for its theme. The co-ordi- 
nating architect is Basil Spence, 
O.B.E., F.R.1.B.A. The coal 
section is being designed by 
Hulme Chadwick, A.R.C.A.,, 
A.R.AeS., and the script written 
by Miles Tomalin. The steel, 
machine tools, steam engines and 
electric power sections are being 
designed by Albert Smith, 
F.S.LA., N.R.D., and the script 
writers for these respective sec- 
tions are Geoffrey Coop, Robert 
Barr and Michael Wharton. The 
shipbuilding and railways sec- 
tions are being desigmd by Jack 
Coia, F.R.1.B.A B.A(Glas.). 
These scripts are by Adrian 
Thomas and Miles Tomalin. The 
civil engineering section is being 
designed by Douglas Stephen: 
the scriot has been written b 
Reginald Groves and Ralp' 
Bond. The hydro-electricity sec- 
tion is being handled by Arthur 
Braven and Moultrie R. Kelsall 
and the irrigation section by 
Douglas Stephen and Robin 
Carruthers. 
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Spectacle For Festival Year 


DINBURGH, whose Inter- 

national Festival of Music 
and Drama is now regarded 
as Europe's greatest annual 
tourist attraction, is planning 
to offer her world visitors in 
1951 a greater variety of enter- 
tainment and spectacle than 
ever before. 


The Scottish capital, whose 
setting provides such an excellent 
stage for the presentation of 
pageant and ceremonial, is to play 
a leading part in the Festival of 
Britain celebrations. The 1951 
Festival of Music and Drama, the 
fifth to be held since, in the year 
immediately following the war, 
when the then Lord Provost of the 
city “gambled” £100,000 on an 
ideal which had as its object the 
creation of a living symbol of 
international understanding and 
goodwill, will be the outstanding 
feature of its kind in the Festival 
programme. Supplementing and 
preceding it, Edinburgh will pre- 
sent to Festival visitors an in- 
teresting series of exhibitions and 
pageants, a military tattoo on the 
high esplanade immediately 
beneath battlemented Edinburgh 
Castle; and, for a brief time in 
August, majestic Princes Street 
will be the stage for the colourfu! 
spectacle of thousands of pipers 
marching to the Gathering of the 
Clans to be held at Murrayfield. 
the ground of the Scottish Rugby 
Union. 


Music, Drama, 
Opera And Ballet 


To mark the Festival of Britain 
the Edinburgh Festival is planning 
a programme of attractions more 
outstanding than ever before. 
Special plans have been prepared 
to excite the widest interest in the 
arts and from August 19 to Sep- 
tember 8 the world audience 
attracted to the Scottish capital 
will hear and see all that is best 
in music, drama, opera and 
ballet The New York Phil- 
harmonic Orchestra, under the 
conductorship of Bruno Walter 
and Dimitri Mitropoulos will 
undertake fourteen concerts. 
This will be the only European 
appearance of this famous 
orchestra. Soloists appearing 
with the orchestra will include 
Dame Myra Hess, Rudolf Serkin. 
Solomon and Zino Francescatti. 
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Edinburgh Plans Entertainment and 


Other orchestras taking part will 
be the Royal Philharmonic, under 
the conductorship of Sir Thomas 
Beecham, and the Hallé under 
Sir John Barbirolli. The Glynde- 
bourne Opera will produce three 
grand operas and a fourth, the 
world premiere of Benjamin 
Britten's “Billy Budd” will be 
presented by Sadler's Wells 
Opera. 

The Sadler's Wells Ballet Com- 
pany with its famous principals, 
Margot Fonteyn, Moira Shearer 
and Robert Helpmann, who won 
fame at the Edinburgh Festival 
two years ago before being “dis- 
covered” by America, will make 
a welcome re-appearance at the 
Festival for a two weeks’ season 
and a third week of ballet will. 
it is expected, be provided by a 
famous European company. 

There will be three weeks of 
drama in which the powerful 
Scottish morality play “The Three 
Estates.” which achieved such out- 
Standing success in earlier 
Festivals, will be revived. 


An International 
Film’ Festival 


An International Film Festival, 
concerts of chamber music and 
recitals by leading world artists, 
and a military tattoo on the 
esplanade of Edinburgh Castle 
will be other features. 

Some idea of the magnitude 
of this Festival can be gained 
from the fact that approximately 
a  quarter-of-a-million tickets 
will be available for various 
events during the three weeks. 
The value of the tickets for 
the Festival events alone is 
approximately £120,000. 

The great world Gathering of 
the Scottish Clans, the first on 
such a scale to be held since 
Prince Charlie visited Scotland’s 
capital in the course of his un- 
successful attempt to re-gain the 
Scottish throne for the Stuarts 
in 1745, will be held immediately 
prior to the Edinburgh Festival 
from August 16 to 19. Features 
of this world Gathering will 
include a Highland Ball, a grand 
ceilidh, the Gathering of World 
Clansmen at the Murrayfield 
stadium and the march of massed 
pipers along Princes Street. Clan 
chiefs who have agreed to co- 
operate will be present at Murray- 
field to welcome clansmen from 


all parts of the world. It is hoped 
that at least 2,000 pipers will take 
part in the march, and for those 
who like colourful pageantry, no 
finer spectacle could be provided. 
Pipe bands from famous Scottish 
Highland regiments and bands 
from Canada, New Zealand. 
Australia and the United States of 
America are expected to partici- 
pate. 

Preceding this event, from 
August 8 to 15, the British Asso- 
ciation for the Advancement of 
Science holds its annual confer- 
ence in the city, and taking part 
in it will be distinguished leaders 
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By W. A. NICHOLSON 


Manager and Secretary, 
Scottish Tourist Board. 


of science from all over the 
world 
An exhibition of traditional 


arts and crafts to be staged in 
the Royal Scottish Museum and 
a book exhibition will be other 
features of Edinburgh's contribu- 
tion to the Festival of Britain 
events. But in addition to these, 
the city will have much for the 
interest of visitors over the 
months extending from May to 
the end of September, months in 
which colourful pageantry, cere- 
monial and the best of all the 
arts will enhance still further 
Edinburgh’s international appeal. 
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This delightful print of old Edinburgh (S. D. Swarbreck, 1838) is repro- 


duced from the original lithograph, in the p i 


of the Dr 


Liqueur Co., by kind permission of W. A. David: director. 
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The Scottish Market Is 
Not Limited To 
The Industrial Belt 


E are generally accus- 

tomed, when examining 

the raw material for one 
of these marketing reviews, to 
Station ourselves firmly in 
London and look at each part 
of the country through the eye 
of the “national advertisers”. 
This may be satisfactory for the 
different regions of England and 
Wales, but it will not do for 
Scotland. 

The Scotland with which the 
advertiser of a nationally distri- 
buted product is concerned will 
very likely be the densely popu- 
lated area round Glasgow and 
Edinburgh with possibly a daring 
excursion to Aberdeen via Perth 
and Dundee and a_ backward 
glance over the shoulder at Dum- 
fries and the Border. True, the 
greater part of Scotland's popula- 
tion and industrial capacity is 
here but this is not the whole pic- 
ture. The English advertiser may 
find himself obliged to neglect the 
million and more people who live 
outside this area for the sake of 
an adequate cover of Great 
Britain as a whole, but the Scots- 


By B. D. COPLAND 
London Press Exchange 


To think of Scotland as a long-established industrial belt situated in the 
narrow neck of land between the Forths of Tay and Clyde is to shut 
one’s eye to the future as well as the present, writes Mr. Copland in this 

up-to-date survey of the Scottish market. 


man selling to Scots and the 
student who wishes to gain a 
balanced picture of life North of 
the Tweed cannot afford to do 
this. Moreover, to think of Scot- 
land solely as a long-established 
industrial belt situated in the nar- 
row neck of land between the 
Forths of Tay and Clyde is to 
shut one’s eye to the future as 
well as the present, 

A great deal of Scotland's in- 
dustrial and cultural life is bound 
up with her name and reputation 
as a separate country and this is 
particularly emphasised these 
days in the work of the Scottish 
Council. This body is making 
successful efforts to project Scot- 
land and her manufacturers in the 
dollar areas. In this review we 
must adopt a similar attitude and 
consider the country as something 
more than merely a provincial 
appendage of England. By so 
doing we shall be better able to 
assess its value as a market and 
we shall appreciate more clearly 
the problems involved in reaching 
and influencing its people. 

The latest fully detailed esti- 
mates of Scotland’s population 


| 

| 
are to be found in| 
the Ninety-Third | 
Annual Report of | 
the Registrar Gen-| 
eral for Scotland. ; 
The total is cus-| 


' 
’ 
./ 
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tomarily divided — 
into three parts; people living in 
large Burghs (with populations 
of 20,000 and more), small 
Burghs and Landward Areas. 
These correspond roughly to 
County Boroughs and Municipal 
Corporations, Urban Districts 
and Rural Districts. It should be 
noted though that the Landward 
Areas (those parts of the 33 
Counties that are not adminis- 
tered by the Burgh authorities) 
are under the control of the 
County Councils. The position at 
mid 1947 (the date of the esti- 
mate) was as follows: 


Large Burghs ... 

Small Burghs ... 

Landward Areas 1,538,400 538, 400 
Total Scotland 5,138,600 


It is preferable, however, when 
examining the population in 


$ Dum cude 
bright, Peebles, Roxburgh, Selkirk. we 


detail, to make use of the t 
size breakdown to which we a 
generally accustomed. This giv 
a clearer view of the situatiogf 
and if, in addition, Scotland 
divided into three parts—High> 
land, Central and rder. 
the marketing picture becom 
very much more distinct. . 
One very simple measureme 
of the relative ease with whi 
people can be reached by adv 
tising and supplied with consume 
goods, is population density. The 
three areas which we have mene 
tioned above differ considerab 
in this respect. It is only in t 


TABLE I—GEOGRAPHICAL DISTRIBUTION OF POPULATION 


% | 


Towns of 100,000 to 
Total Population | 40,000 


eee} 


Remainder Urban 


Aberdeen : 187,751 


20 1,014,903 | 100% 


85,637 | 84% 


| 
| 187,751 | 185% 
| 


rba- 
.. 1,338,081° 
485,664 
180,730 


Central 


3,865,550 


| 100% 2,004,475 | 516% 


375,421 | 97% 


211,779 


Border 


258,199 | 100% 


_ | 


= } 43,837 


Total Scotland oot SS 
| 


5,138,652 | 100%, 


375,421 | 73% 


341,253 


Total England and 
Wales pas eos 


| 
| 
| 
| 


43,595,000 100% 


| 
| 
2,192,226 | 426% | 
| 
| 


57-7% 


9-7% 


=e 


*Glasgow conurbation consists of : Lanark: Glasgow 


1,108,549 


Hamilton 40,938 


Dumbarton: Clydebank 36,010 


Rutherglen 25,836 P 
(From Ninety-Third Annual Report of Registrar General for Scotland. Estimates at mid 1947.) 
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Central area, where the figure 
reaches 880 persons per square 
mile, that the population density 
approaches that of the major 
English provincial markets. Both 
the Border and the Highlands fall 
far below this figure with 62 and 
47 persons per square mile respec- 
tively. It is perhaps interesting to 
note that the figure for Great 
Britain as a whole is 545 and the 
West Midland Region, which 
compares most closely with Scot- 
land in population, has a density 
of approximately 840 persons per 
square mile. 

The breakdown of the popula- 
tion of each of these three areas 
by town size is shown in Table I. 
Percentage figures for England 
and Wales are given for compara- 
tive purposes. It will be seen that 
there are, in Scotland, only four 
urban areas which qualify as 
“Principal Urban Centres” and 
one of these is the Glasgow 
conurbation which alone contains 
26 per cent of Scotland’s popula- 
tion. There are also seven other 
towns whose population, though 
less than 100,000 exceeds 40,000. 
Apart from this there are 180 
smaller Burghs whose average 
population size is approximately 
5,700. Landward Areas account 
for 30 per cent of the total. This 
breakdown alone makes it abun- 
dantly clear that in Scotland we 
have to deal with a country which 
differs in many respects from the 
remainder of Great Britain. 


Significant 
Marketing Groups 


The population totals in Table 
1 can be translated into groups 
which have more significance for 
marketing purposes. The Home 
Market 1950 provides estimates 
of the adult population, the num- 
ber of households and their divi- 
sion into the different income 
grades for January 1949. If we 
accept the view, as we must in 
certain circumstances, that the 
Central area of Scotland is not 
only the natural starting point for 
any campaign intended to cover 
the Scottish market but is also 
very probably the only part of 
the country which will be covered 
at all by a national advertiser who 
has to deal with the whole of 
Britain, it becomes necessary to 


“The Scotsman” 
Rubber is the raw material for one Scottish in- 
dustry. This is a calender for making rubber 
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arrive at some estimate of the 
adult population and households 
in this and the other two areas. 
These estimates are given in Table 
II. It should be noted that the 
figures are smaller than those 
given in the Hulton Readership 
Survey of 1950, where we appar- 
ently have to deal with 3,950,000 
adults — 1,850,000 men and 
2,100,000 women—and 1,600,000 
housewives. 

Although the Border counties 
are more accessible and the popu- 
lation density is higher than that 
of the Highlands, the fact that 
they only contain 5 per cent of 
the total population and have 
only two towns—Dumfries and 
Hawick—with more than 15,000 
inhabitants, means that they will 
very probably come last on the 
list for advertising cover. The 
position is, of course, slightly 
different if attention is to 
a to the agricultural mar- 

et. 

Given the above brief review of 
the population structure of Scot- 
land, We can now turn to a con- 
sideration of the activities upon 
which the country depends for its 
livelihood. One of the most con- 
venient sources of information on 
this subject is the very compre- 
hensive Survey of Economic Con- 
ditions in Scotland which is pro- 
duced every year by the Clydes- 
dale and North of Scotland Bank. 
First, however, let us examine the 
distribution of the insured popula- 
tion and compare it with that of 
England and Wales. The latest 
detailed breakdown is still that 
which is provided in the Tables 
of Employment and Unemploy- 
ment (Ministry of Labour) and in 
Table III (page 28) the relevant 
figures are reproduced. 

In broad terms, the basic indus- 
tries — agriculture, fishing and 
mining—-account for 10-9 per cent 
of the insured population of 
Scotland. This is appreciably 
greater than the figure for Eng- 
land and Wales. In Engineering 
and Shipbuilding, Metal Manu- 
facture, Textiles and Food, Drink 
and Tobacco, Scotland is relatively 
strong and among the services, 
Building. Distribution and Pro- 
fessional Services also stand out. 

Unemployment in Scotland is 
higher than in any other part of 
Great Britain except Wales. At 
October 16, 1950, 
there were 61,041 
persons registered 
as unemployed, re- 
presenting a rate of 
about 2:8 per cent. 
The average for 
Great Britain is 1-5 
_ cent. As migat 

expected, about 
half of the unem- 
ployed are concen- 
“trated in the region 
of Glasgow and 
Edinburgh. Gener- 
ally the demand 
for female labour 
is greater, the per- 
centage rate for 
women being 2:4 
per cent, while 


that for men is 3-1 per cent. This 
difficult situation has been recog- 
nised for some time and large 
parts of the industrial areas of 
Scotland have long been 
scheduled as Development Areas. 
New factory building on behalf 
of American as well as British 
firms is going on under the aegis 
of the Scottish Industrial Estates 
Ltd. and of the 58 new factories 
completed in 1949 45 were situ- 
ated in the Development Areas. 
To quote the Clydesdale Bank 
Survey “. . . among the products 
which these and others will manu- 
facture in Scotland are combine 
harvesters, tractors, typewriters, 
spectacle lenses, cotton and rayon 
products, clothing, scientific 
instruments, metal windows, 
pigments, industrial switchgear 
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and their activities ranged from 
dairy farming—there are 842,800 
dairy cattle in Scotland—to soft 
fruit growing and the production 
of almost a million and a half 
tons of potatoes. 

. of Scotland’s 
industries would be complete 
without mention of whisky and 
the tourist trade. Although the 
benefit to Great Britain must be 
measured more in terms of 
dollars than of nightcaps, it 1s 
comforting to know that the 
production of whisky is back to 
pre-war level. In this country 
We can expect to get about two 
million proof gallons out of the 
eleven millions that are released 
from stock. Somewhere in the 
region of 70,000 people are 
engaged in the catering and hotel 


TABLE II—ESTIMATED ADULT POPULATION AND 
HOUSEHOLDS 


Total Adults: 
Men ee 


Total Households: 
Income grade ‘ 


3282 


2288 


* Figures in this column from Home Market 1950. Estimates at 
January 1949. 


and factory handling equipment. 
Several of the new factories are 
making products previously 
imported from hard currency 
areas, and when in full produc- 
tion they will not only effect a 
considerable saving in dollar 
imports, but some concerns also 
intend to pursue a _ vigorous 
policy in an effort to increase 
dollar earnings.” 

So far as shipbuilding is con- 
cerned, Scotland still accounts 
for nearly 40 per cent of the U.K. 
total, the Clyde handling about 
90 per cent of this. Now that the 
post war flow of orders is slacken- 
ing the situation is not so 
favourable and competition on a 
cost basis is increasing. Engineer- 
ing, including marine and elec- 
trical, is fighting the same battle, 
but there does seem to be a 
prospect of a continuing high 
level of employment for skilled 
workers. In textiles, where wage 
rates incidentally are not so high, 
the emphasis is on export and the 
various trade associations in- 
volved—the Hosiery and Knit- 
wear Export Group, the Harris 
Crofters’ Association and the 
Federation of British Carpet 
Manufacturers, to mention only 
three—are all working to supply 
the insistent demand from the 
dollar areas for high quality 
textiles. 

Scottish agriculture, too, is well 
known in the Americas. Last 
year 572 pedigree beasts were 
exported, nearly three-quarters 
of these going to North America. 
In all, 106,700 people were 
engaged in agriculture in 1949 


industry and the National 
Register of Accommodation, 
which is compiled by the Scottish 
Tourist Board, shows that there 
are 3,929 hotels and boarding 
houses, which, with other accom- 
modation, managed to deal with 
about two and a half million 
people in 1949. In the Highlands 
alone there are 2,330 hotels and 
boarding houses and a total 
capacity of 47,876. 


Must Be Regarded 

As Single Entity 

Scotland must be regarded as 
a single entity for economic as 
well as psychological reasons. 
The intention expressed at the 
beginning of this review to treat 
Scotland more as a _ separate 
country than as a_ provincial 
market has been strengthened by 
this short examination of her 
industrial activity. We have seen 
that agriculture stands second 
only to engineering and shipbuild- 
ing in the list of productive indus- 
tries and the Highlands may be 
sparsely populated but they are 
a magnet for tourists and in 
addition they contain immense 
reserves of power. The hydro- 
electric schemes about which we 
have heard so much lately are 
building a partnership between 
the Highlands and the Lowlands 
which should bring benefit to 
both. Not only can we expect a 
flow of power from the Loch 
Sloy and Tummil-Garry projects 
among others, but at the same 
time there is a significant increase 


(Continued on page 28) 
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T is axiomatic in the theatrical 
world that if a show gets the 
“bird” in Glasgow, it stands 
but a faint chance of survival 
in London. Why has this say- 
ing implanted itself and taken 
root in the minds of backers, 
producers and the profession? 
Is there something more critical 
or cruel, more difficult or diffi- 
dent about Scottish audiences? 


The solution to this problem 
ill partially answer the question 
f advertising to Scottish con- 
mers, and promoting sales and 
rvices in Scotland. Before, 
erefore attempting to deal with 
ints to remember,” it would 
as well to make a short analysis 

the Scottish character. 


Scotland, by virtue of its terrain, 

geological areas, and the siting 
f its sea approaches, has ren- 
red the population and indus- 


ce 


advertising to Scotland 
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Six points to remember when 


By J. BRUCE OMAND, A.LP.A., A.S.M.A. 
Director, Sommerville and Milne Ltd. 


Illustratious sh 


ld be related to the product. 


* The article must be good and durable, 

* Approach must be sincere and truthful. 

* Arguments will open no purses if they are specious 
and woolly. 

* Copy should state the price wh possibl 

* 

~ 


National dress, if illustrated, must be correctly drawn. 


tries into clearly defined groups. 
This segregation has determined 
a native self-sufficiency and re- 
liance in each of these groups 
and created all over an indepen- 
dent cast of spirit. This spirit is 
well symbolised by what we 
know as the “clan” system and 
to a certain extent is perpetuated 
by the adjective “clannish.” 

A system such as this naturally 
breeds a good healthy competi- 
tive spirit—even although rivalry 


was conducted with claymore and 
targe not so many years ago— 
which is reflected by the high 
standard of domestic, scholastic, 
industrial and agricultural deve- 
lopment. Through the years 
different trades, professions and 
industries gained experience in 
their own fields, stimulated by 
that rivalry, and as a result flou- 
rished. Each trades house set 
a measure to which its particular 
goods must at least reach. There- 


fore, the level of the whole, by 
comparison and competition, was 
raised. 

I have never yet seen a moth 
fly out of a Scotsman’s sporran, 
but the legend of the canny, 
pawky Scot does carry a certain 
amount of truth. He is called 
“canny” because he is cautious 
by nature and careful because he 
has had to strive for, and main- 
tain, his livelihood. An example 
to which I was a witness hap- 
pened recently in the toy depart- 
ment of a large Glasgow store. 
A small boy was wheedling his 
mother to buy him a certain toy 
engine. But his mother, after sub- 
jecting it to a close scrutiny, 
replied (I will not attempt to 
reproduce the dialect!): “No, you 
can’t mend that kind. Take the 
wooden one instead and if it 
breaks your Dad can mend it!” 

Another clue to the Scottish 
character and attitude of mind is 


and to make suitable arrangements with Agents in Scotland and England. 


NEW PRESS AND PUBLICITY CO. (SCOTLAND) LTD. 


SCOTTISH OUTDOOR 
ADVERTISING SERVICE 


We provide a specialist Outdoor Advertising, Site-finding, Allocation and Inspection service 
covering Poster Sign, and Transport Advertising in Scotland. Agents will find the service 
of particular value to them in streng‘hening their development of outdoor advertising work 


on behalf of their clients in Scotland. We shall be glad to supply full particulars on request, 


41 GEORGE STREET, EDINBURGH 


Phone 


34371: 
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‘s = THE COURSE 
~ 7S SET 


“There is a positive and pressing obligation upon all sides of industry to maintain and 
increase our dollar sales, and to put them in front of other exports wherever possible."’ 


The Clydesdale & North of Scotland Bank, with 360 Branches throughout Scotland, five 
Offices in London and Correspondents in all parts of the world, is in a position to give 
unrivalled service in the intricate field of foreign business. The benefit of its wide 
experience is available tofall¥concerned inthe drive for increased exports. 


CLYDESDALE & NORTH of SCOTLAND 
BANK LIMITED 


John J. Campbell, General Manager 


Head Office - 30 ST. VINCENT PLACE - GLASGOW -: C.!1 
Aberdeen Chief Office . . - - - - . - - 5 Castle Street 


91 Buchanan Street, Glasgow, C.1 

65 St. Vincent Street, Glasgow, C.2 

London Chief Office - - - - += = = + = + 30 Lombard Street, E.C.3 
TOTAL ASSETS EXCEED £183,000,000 


Ten Ree Ps a ea Yo) 


Foreign Branches- - - + - + -*# = = 
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ACDUFF 


GLASGOW — 


for 


SOLUS POSTER 
SITES 
on main 
thoroughfares 
in Scottish Cities 


and Towns 


ACDUFF 


GLASGOW — 


for 


ALL ADVERTISING 
SPACE 


GLASGOW CENTRAL 
EDINBURGH PRINCES ST. 
and all 
B.R. STATIONS 


hitherto known as 


L.MLS. 
SCOTTISH DIVISION 


MACDUFF & COMPY. 
45 HOPE STREET - 


LTD. 
GLASGOW 


Six Points To R 
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geographical. Northerners in 
most countries are notably less 
volatile and less apt to enthuse 
over things that their more 
effervescent southern neighbours 
enrapturise. 

Irrespective of the infiltration 
of mass production methods, 
assembly lines and so on, Scot- 
tish manufacturers still insist on 
a high degree of competence, 
craftsmanship and design in their 
works and products so far as 
existing labour conditions and 
reguiations permit. lhe manage- 
ments realise that a shoddy job 
will receive the treatment it 
merits from the public, and more- 
over wiil be severciy—and auaibly 
—criuc.sed Dy tne men wao 
ac\uauy produced it! 

Now this orief delineation of 
the Dcoiisn Coaracicl udcs give 
us a useful guide to probaple 
consumer naous, likes and ais- 
likes. 

reople who are particular in 
their work afe usuauy equaily 
parucuuar in tne tnings they ouy 
or Waal Olmers Ouy Lor inem. As 
tiney will not readuy, of their 
Own accord, mMafmulacture a 
“junk” joo, so they wii not buy 
one. ‘inere is no use trying to 
persuade tne saie if the customer 
nas pul a low assessment on the 
arucie and mentaliy rejected it. 

sertner will their purses or 
sporrans be Opened Dy a specious 
or “woolly” argument. lhe 
“canniness will inuneaiaely come 
to the surface, and the argument 
will be weil sifted and discussed 
before the money changes hands, 

lhe pattern now vdecomes 
clearer. lo present an article 
successfully to the Scottish 
market, that article must be good, 
it must be as durable as its limi- 
tations and price allow, and it 
must be capable of taking its 
place amongst other goods of 
high calore. 

ihe approach in the promotion 
material, be it Press, print, poster 
or display, should be sincere and 
truthful. As 1 have said, a 
specious argument will be in- 
stantly detected, and therefore 
the old adage “Truth in Adver- 
tising” will pay better dividends 
in the long run. Scotland is a 
small country, and a very “neigh- 
bourly” one, and once an article 
has proved itself to be below the 
“copy” given to it, then the word 
will soon go round. Further, 
other articles belonging to that 
manufacturer will be received 
with faint distrust. On the other 
hand, a really good article will 
very soon snowball itself to suc- 
cess. As an example of a good 
article which has achieved a 
splendid selling record, I should 
like to quote the case of a fire. 
This is a solid fuel appliance 
which is all-night burning, simple 
to install and with a handsome 
appearance. It is a well-designed, 
well made fire, manufactured 


' near Falkirk, in the heart of the 


foundry industry. No claims as 
to its merits were made in any 
advertising which could not be 
completely substantiated. Start- 


ing in a small way, four years 
ago, this fire is now a nationally 
known product. If one person 
in a street has it installed, then 
before very long the rest are 
following suit. The moral is ob- 
vious. A good product, at the 
right price, backed by straight- 
forward advertising, will soon 
send sales rocketing. 

But like all advertising copy, 
wherever it is published, this 
straightforward selling appeal 
laced with good selling points 
logically developed will always 
take a trick. That is just as true 
in Scotland as elsewhere. 

Like most consumers now- 
adays, the Scottish people like to 
find the price mentioned where 
possible. There is nothing more 
annoying than to see an article 
illustrated without a price tag, 
and it sets up a train of thought 
as to why the price is not men- 
tioned. And in addition, where 
there is Purchase Tax, state it 
and not say “plus tax” and leave 
it at that. 


Exaggerations Quickly 
Pounced Upon 


There is a certain native op- 
position to illustrations unrelated . 
to the product. To quote an 
imaginary case. If the headline 
reads: “It’s time you had an 
Audio Radio Receiver,” then the 
main illustration should not be 
of Big Ben, a sundial, a cock 
crowing or some such “time” 
analogy. Much, very much better 
to depict the receiver so that 
people will see what the product 
looks like and what they are being 
solicited to buy. Exaggerations 
are quickly pounced upon too, 
and an over-retouched photo- 
graph receives its just short shrift 
by the remark (which I have 
heard many times) “That's a fake, 
it couldn't look like that!” 

In lighter vein, and for artists 
only, please draw our national 
dress correctly! A_ kilt, both 
man’s and woman's, buckles at 
the right hand side, a sgian dhu 
is worn in the right stocking, a 
leather sporran by day, and a 
goat’s hair or seal sporran for 
evening wear! Ordinary placid 
Scotsmen become quite frenzied 
over these little faults, and they 
have been known there and then 
to sit down and write vitriolic 
letters to the advertisers. 

One last point I should like to 
make. I believe sincerely that a 
good Scottish advertising agency 
can handle Scottish products 
better than agencies outside Scot- 
land. Not all the advertising 
brains have migrated to England 
and some very ‘ine work in all 
media and phases of advertising 
is being done by Scottish 
agencies. An agency too which 
is fully conversant with the typi- 
cal attitude of mind, and which 
can accurately assess the tempo 
of a campaign from a vantage 
point “on the ground” has a 
much better chance of success 
than an agency which is using 
remote control. 
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SCOTLAND 


The Monthly Magazine 
of the 
SCOTTISH COUNCIL 


(DEVELOPMENT AND INDUSTRY) 
! 


“Scotland” is a magazine of wide influence in Scotland. Of general 


interest to all Scots, at home and overseas, it has particular and 
selective penetration as an advertising medium for products and 


services appealing to the successful business executive at his 


office, in his home, and in his leisure hours. 


THE SCOTTISH COUNCIL 
1 Castle Street + Edinburgh 
& Mayfair Place - London - W.1 


ADVERTISEMENT ENQUIRIES TO 


NEW PRESS - 41 GEORGE STREET - EDINBURGH 
30 Fleet Street, London ° Cromford House, Market Street, Manchester 
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Corrugated Fibreboard 
Cases 


and all forms of 


Corrugated Packagin 


* 


The 


THOMPSON & NORRI 


MANUFACTURING CO. LTD. 


Turnhouse Road, Corstorphine 
EDINBURGH, 12 


Telephone : EDINBURGH 66932 


* 


Factories also at : 


BRENTFORD * BIRMINGHAM - HISTON (Combs) 
WARRENPOINT (Co. Down) 
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Facts all advertisers 
should know about 
the Scottish press 


By JACK YOUNGER 


ing Director, 
D. C. Cuthbertson Pare oi Glasgow 


LTHOUGH most clients of 
my agency are national ad- 
vertisers with appropriations 
spent, therefore, mainly in the 
South, the agency itself sits snug 
amongst the heather, as close as 
can be (other agencies kindly 
note) beside 
its _ clients, 
and our 
local know- 
ledge may, I 
trust, remain 
unchallenged 
therefore by 
at least a few 
of our many 
charming 
and well- 
dressed com- 
petitor 
friends from 
Fleet Street, 
the West 
End and the 
Savoy Grill. 
We in Scotland have no Savoy 
Grill and, as we sit over our 
raw beef and whisky, it saddens 
us further to observe, as we really 
sometimes do in these “scientific 
days,” an advertisement from the 
South for a product with 100 per 
cent woman appeal appearing in 
a Scots publication which we 
know well to have a male reader- 
ship of something like 85 per 
cent. We can only put this down 
to the space buyer's convenience 
of “group placings” which look 
tidy on a schedule but sometimes 
miss the mark. I hasten to add 
that Scots agencies may be guilty 
of the same offence in parts of 
England where our local know- 
ledge may be lacking, but then 
you have the “nationals” which 
are well-known to all of us and 
for which there is not the exact 
equivalent in media here. 


Sound Readership 
Of Trade Press 


No national newspaper without 
a separately printed Scottish edi- 
tion claims reasonable Scots 
coverage. National magazines 
and the trade Press are quite 
different. In most cases they en- 
joy a sound Scots readership and 
we have proved this to our own 
satisfaction by the resnense to 
different types of advertisements 
in this particular kind of med‘um. 

Of national newsnapers, how- 
ever. those with Scots-printed 
editions are. of course. the Sun- 
dav Express the Daily Froress 
and the Daily Mail. Although 
the Scottish Sunday Express has 
a large readership here, it must 


Jack Younger 


be discounted for the purposes of 
this article as the Scottish edition 
carries the same advertising as its 
national parent with the excep- 
tion of classified entertainments. 
The Scottish Daily Express, as 
Lord Inverclyde said amid 
laughter last winter, has the 
temerity to cal] itself, after only 
21 years here, Scottish. With a 
certified net sale of over 600,000 
copies this paper does a grand 
job, but advertisers in the Scot- 
tish edition only are restricted to 
a maximum 4 in. single although, 
of course, advertisements in the 
national edition are carried in the 
local issue. The Scottish Daily 
Mail is very much alive in pro- 
moting sales here and figures are 
rising steadily. They have recently 
confined Scots advertisers in this 
edition to a maximum of 4 in. 
d.c. These restrictions, at present 
necessary, are a pity as they tend 
to detract slightly from the local 
reader appeal of both the Express 
and the Mail although it does not 
appear to affect sales. 


These Have Scottish 
National Coverage 


Apart from the above media, 
there are only a few Scots-pro- 
duced media which can claim 
fairly to have Scottish national 
distribution, and these, including 
dailies, Sundays, weeklies and 
monthlies, are: 

Sunday Post.—Probably the 
biggest circulation of any paper 
in Scotland, unofficially placed at 
approximately 800,000 copies 
weekly in practically every corner 
of Scotland with a few thousands 
slipping into the North of Eng- 


nd. 

Sunday Mail.—Another essen- 
tial for Scottish national coverage 
with a circulation of approxi- 
mately 650,000 and, like its com- 
petitor, with enormous pulling 
power. 

Daily Record.—Circulation al- 
most 400.000. Although pub- 
lished in Glasgow, it has one of 
the widest sales throughout Scot- 
land of any daily paper. 

People’s Friend—This long- 
established weekly sells approxi- 
mately 480,000 copies to the 
lower-middle-class and working- 
class homes. Each copy must 
have a wide readership. 

Weekly News.—This is another 
long-established Scottish weekly 
with a solid lower-middle-class 
readership. The publishers do not 
give figures, but they must be 
fairly large. ‘ 

People’s Journal.—Circulation 
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It takes more than the spoken word to send 
a Sales Graph soaring. The word must be 
augmented; increased toa Sales-provoking 
paragraph, illustrated and printed in care- 
fully selected media. Add the happy results 
of direct mail approach, plus the eye- 
catching attraction of skilfully designed 
posters, and you have the necessary sure- 
fire, sales-boosting impetus. 

Robertson and Scott are fully experienced 


in the planning and execution of such 
campaigns. PHONE: Edinburgh 25126. 


ROBERTSON & SCOTT 


(ADVERTISING) LIMITED 
73-75 HANOVER STREET 
EDINBURGH 2 


Ce eee oe on ee 


BARNES s: BELL LTD. 


79 ST. GEORGE’S PLACE - GLASGOW -: C.2 


Phones: CEN. 2737, 2738 & 2739. Cables: BARBELL-GLASGOW. Codes: A.B.C. (Sth & 6th Ed.) Bentley (2nd) 
Also at COATBRIDGE AND BIRMINGHAM 


STOCKHOLDERS OF 


NEW IRON and STEEL BARS, 
SECTIONS and PLATES, BOLTS. NAILS, 
etc., MINING SUPPLIES of all descriptions 
SLEEPERS and RAILS of all kinds 
STEEL ARCHES 
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THE 


GENERAL 


BILLPOSTING 
CO LTD 


23a St. James Square 


OFFER 
OUTSTANDING 
SITES 
THROUGHOUT 
SCOTLAND’S 
MARKETS IN 


Glasgow, Edinburgh, 
Dundee, Aberdeen, 
Inverness and all 
towns in Angus. Also 
Dunfermline, Kirk- 
caldy, Alloa and all 
towns in Fifeshire. 
Also Border Towns— 
Galashiels, Hawick, 
Peebles and towns to 
Berwick - on- Tweed. 


We will be pleased to submit schemes 
for all Scotland. If you wish to con- 
centrate or localise a scheme in anyone 
town or district we will let you have 
all particulars. Facilities in all towns 
offered for selection and inspection. 


TELEPHONE NUMBER 
CENTRAL 3605 


Telegraphic Address: 
POSTERS, EDINBURGH 
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HORSE SENSE 


5 as 


| 
| #& 


6 . 
Oh, stop fiddling 
abou | 


t and 


This horse has got the right 
idea. Béfter to callinsomeone 
who has studied his particu- 
lar field than to use “hit 
or miss” methods. So too 
in advertising. We pride 
ourselves on knowing the 
Scottish Market from 
head to toe (or should 
we say nose to tail?) 
and back this up with 
a flow of ideas and 
telling presentations 
—both for press 
for printed 
publicity. 


@ 
50 YEARS 
SERVICE 


PETER A. LZ ™ 


MENZIES 
Velsenb 


111 BATH ST., 

a DOUglas 2354/5 

| PETER A. MENZIES 
(EDINBURGH) LTD. 

13 GEORGE ST., EDINBURGH 2 

CENrtral 4710 


registered practitioners in advertising 


~*~ 
PETER A. MENZIES | 


GLASGOW C2 | 


The Scottish Press—continued 


around 250,000 copies weekly. 
There are nine local editions, 
each featuring news, pictures, 
sports, etc., from its own area. 
There are several magazines 
produced in Scotland or by Scot- 


tish publishers, but several of 
these are more of a_ national 
character. The two which con- 


cern us for the purposes of 
general Scottish coverage are 
Scottish Field and Scotland's 
SMT Magazine. These are both 
well-presented monthlies with 
readership from the middle-class 
upwards. The former has recently 
joined A.B.C. and quotes a figure 
of 23,142 per issue. Rates, both 
for colour and black and white, 
are extremely reasonable, even 
considering the size of the cir- 
culation. 

The Scots Magazine, although 
with a smaller sale, has strong 
claims for consideration. It was 
first published as far back as 1739 
and is full of good reading for the 
better-incomed man and woman. 


| Should Be Included 


In Scottish Schemes 

Although the above are all ex- 
cellent, it is absolutely necessary, 
in order to secure proper Scottish 
coverage at all, to include at least 
the undernoted, which might well 
have been included above except 
for a tendency toward “a 
regional” although strong reader- 
ship. 

Scotsman.—No figures pub- 
lished, but a near-national al- 
though strongest in the East, 
North and the Borders. One of 


the finest newspapers in the 
country. 
Glasgow Herald. — Another 


near-national read by nearly 
every business and professional 
man and his wife in Glasgow. 
Very strong throughout the West 
of Scotland although a smaller 
percentage of readers can be 
found in all parts of the country. 

Bulletin —A first-class picture 
paper widely read in the West 
of Scotland with editions and 
sales elsewhere. An_ essential 
medium for reaching women. 

Glasgow Evening Times.—The 
biggest evening circulation in 
Scotland with almost 390,000 
copies. Ma‘nly the working man’s 
paper, with terrific pulling power, 
particularly for local advertising. 

Glasgow Evening Citizen-— 
Old-established evening, now part 
of the Daily Express family. Very 
much alive and holds good 
middle-class readership besides 
being widely read for its classi- 
fied columns. 

Glasgow Evening News.—They 
say that the man who reads the 
Glasgow Herald in the morning 
reads the Evening News on the 
way home at night. A well-loved 
paper and sound advertisement 
value. 

Edinbureh Evening News.—An 
independently-produced news- 
paper with a very strong hold in 
the capital and in heavy demand 
from advertisers for the good 
value offered in space 
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Edinburgh Evening Dispatch.— 
Produced, of course, by the 
Scotsman and another essential 
medium for advertising in the 
East. 

Aberdeen Press & Journal and 
Aberdeen Evening Express. — 
These are both Kemsley news- 
papers, well-read and trusted in 
the district. They must be in- 
cluded in any schedule covering 
Scotland and the space could 
easily be filled at higher rates. 

Dundee Courier, Dundee Even- 
ing Telegraph.—These two news- 
Papers cover a very important and 
thriving part of Scotland. They 
are so strong that, were they 
omitted from a schedule, it would 
not be possible to cover Dundee 
and district at all. 

The only other dailies pub- 
lished in Scotland are the Noon 
Record, the “sporting man’s” 
paper published from Kemsley 


House in Glasgow, and the 
Greenock Telegraph and the 
Paisley Daily Express. These 


latter are two well worth includ- 
ing even if their circulations are 
more or less confined to their 
own towns. For example, Green- 
ock turns out about a third of 
the Clyde’s shipbuilding and the 
Telegraph sells around 25,000 
copies every night. 

Paisley’s population is close on 
100,000 and its own paper, Paisley 
Express, founded in 1874 by the 
present editor’s father, is well- 
read in the town where quite a 
few well-known national adver- 
tisers have their being. 

I do not feel that there is any 
one of these papers that does not 
offer sound advertisement value 
based on sales and readership. 
Several of them are extremely 
live, modern and well-presented. 

Space makes it impossible to 
deal adequately with the numer- 
ous class and trade publications 
and the grand local weekly news- 
papers of Scotland. Mention 
must be made, however, of the 
two farming weeklies, the 
Farming News and the Scottish 
Farmer, both first-class and essen- 
tial to any national advertiser in 
that field. There are now very 
few poorly-produced weekly 
newspapers. 


The Scottish 
Local Weeklies 


Every community has its own 
weekly from the John O’Groats 
Journal and the North Scottish 
Group to the Tweeddale Trio in 
the South, or from the Ayrshire 
Post in the West to the Fife 
Herald Series in the East, and 
stout representation in the middle 
with such groups as the Stirling 
Observer Series. The size of 
coverage varies from areas like 
the Western Highlands and 
Islands, where the Oban Times 
reigns supreme, or industrial 
Lanarkshire with papers like the 
Motherwell Times, the Wishaw 
Press or the Hamilton Advertiser, 
where the latter enjoys the largest 
circulation of any provincial 
weekly, down to the small villages 
where local news and views are 
well-presented and eagerly read 
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agency service that is a unit of 
a sizeable advertising organisation, 
are surely self-evident. 


The Glasgow branch of the 
Osborne-Peacock Company offers forty 
years’ experience of successful national and 
local advertising for leading Scottish 
business houses. The advantages of 
having on your doorstep a complete 


FROM GLASGOW 


OSBORNE-PEACOCK 
ADVERTISING | 
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ADVERTISING 


Among the well known Scottish 
products whose advertising is 
operated wholly from the O.P. Glasgow 
office are: Macfarlane Lang Biscuits, North 
British Locomotives, A. P. Newall 
Nuts and Bolts, Ushers Ales, Hurst Nelson 
Rolling Stock, Lindsay Maid Children’s 
Clothes, Torbet Lactic Oats, 

W. & J. Martin’s ‘Zug’. 


82 GORDON STREET, GLASGOW. 47 Cannon Street, London, E.C.4. 11 Piccadilly, Manchester 1 
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SCOTTISH SERVICES 
AND CONNEXIONS 


British European Airways 


RESERVATIONS: Principal Travel Agents 


or any BEA office. 


(Some routes seasonal) 
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Keeping Well Ahead 


HE problem of carrying on 


; this strictness of control under 
a business under a weight of the 1947 Act. ‘a 
; legislative control is no new one Aberdeen, by the fair and 


reasonable exercise of her powers, 
retains her many amenities un- 
spoiled, and it must be acknow- 
ledged that the relations which 
have for so long existed between 
the authorities and the contractors 
have, overall, been friendly and 
co-operative. 

These powers of 


to outdoor advertising contrac- 
torsin Scotland, where regulatory 
powers have been in existence 
for half a century. 

Generally speaking, these 
powers, which certain authorities 
consider to have been better than 
those contained in the 1947 Act 


regulation, 


Scottish Outdoor Advertising 


and Regulations, were adminis- together with the control over 
tered in a fair and reasonable _ stability of structure exercised by 
manner. In Edinburgh, where the Dean of Guild Court (an in- 
control was, and still is, very stitution peculiar to Scotland), 

ei strict, the Corporation have un- encouraged contractors continu- 

= doubtedly preserved the fair face ally to improve their sites so that, 
of a city which is unique in its judged by any standard, Scottish 
historical, cultural, architectural poster sites have, for many years, 
and scenic features, and, because more than held their own in de- 
of these features, it is to some sign and presentation. A very 
extent understandable that there well-known and knowledgeable 
is no sign of any relaxation of advertising man, who is not a 
— 

% 


? 
qm’ 


ow It's supposed to be a 
woman's most jealously 


guarded secret, but I don’t 
admitting I have been 20 years in 
Advertising. Perhaps you would like to discuss 
your advertising problem with me—sometimes 
approaching it from a woman's angle can be a real 
help. Don't hesitate to phone or write if I can be 


of assistance 
Ais Hone 


Managing Director. 


mind 


BWONERTASIAG SERNACK 


, 108 RENFIELD STREET, GLASGOW, C.2 
Telephone DOUglas 3736-37 


A Scottish Agency equipped to handle all kinds of accounts— 
smali and large—Home and Export. 


Is 


By BRUCE FARQUHAR 


Manager, Northern Scottish Area, 
The General Billposting Co. Ltd 


Scot, but who for his own safety 
shall be nameless (!) has stated 
that in his opinion, if the stan- 
dard of billposting throughout 
the country had been as high as 
in Scotland, there would have 
been no need for the advertise- 
ment clauses of the 1947 Act. 
Be that as it may, it is a fact 
that hoardings erected in Scot- 
land around 20 years ago remain 
up-to-date to-day. Contractors 
are not resting on their laurels, 
but are constantly achieving fur- 


ther improvement by raising 
street-level hoardings, panelling 
gables, laying out ornamental 


plots, erecting protective fencing 
and by a never-ending round of 
painting and “freshening up.” 
These activities are limited only 
by the availability of materials, 
and, in some of the smaller towns, 
by labour shortage. It is, of 
course, a good number of years 
since the practice was abandoned 
of building great lengths of struc- 
tures or of lining long stretches of 
roadway with hoardings, but 
relics of “ribbon development” 
did survive from the past, and it 
is pleasing to record that these 
have been or are being eliminated. 

In the four principal cities and. 
indeed, throughout Scotland, con- 
tractors are well equipped to meet, 
with some degree of equanimity, 
the “challenge” of 1951. 

Since the coming into force of 
the 1947 Act and Regulations, ap- 
peals against refusals of express 
consent have not, in Scotland, 
been great in number, and there 


is no cause for dismay in the 
aggregate result. On the other 
hand, applications for express 
consent have been fewer, even 
taken proportionately, than i'n 
England and certainly not suffi- 
ciently numerous in any area io 
cause alarm to the local planning 
authority. Consequently, harden- 
ing of the attitude of these auth- 
orities, such as has been evident 
recently in some parts of England, 
is not, at the time of writing. 
apparent here, and an important 
factor in this connection is the 
long experience, already referred 
to, of Scottish authorities in the 
exercise of, and of Scottish con- 
tractors in working under, legis- 
lative control. 

Negotiations with Local Plan- 
ning Authorities in connection 
with Areas of Special Control 
have been brought to a satisfac- 
tory conclusion in the joint coun- 
ties of Perth and Kinross and in 
Inverness-shire which contain 
much of Scotland’s most beautiful 
mountain, river and woodland 
scenery. In each case, all diver- 
gencies of views were ironed out 
in an atmosphere which was most 
friendly throughout the - whole 
course of the discussions. In 
Dumfriesshire these matters are 
also going along satisfactorily 
and in Argyllshire and Dumbar- 
tonshire, where the proposals 
have not yet reached a final 
stage, the Scottish O.A.LA.C. is 
vigilant in the interests of the 
industry. 

Two Scottish 


names, well 


2 


DRIVING 


Mind how 


CYCLING - WALKING 


This and the pictures on page 24 show how Scottish outdoor advertising 


| is maintaining its high standard of presentation. 
j effective treatment of 48-sheet solus board. 


Here is a plain but 
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PAISLEY 


1S THE MOST PROSPEROUS TOWN IN SCOTLAND 


* 


You can obtain a direct introduction 


to this wealthy market through the 


columns of the 


Jlaisley 


Daily Express 


* 


Write or ‘phone our London Office for fullest details : 


143 FLEET STREET 


Central 6692 (2 lines) 


The Motherwell Times 


29 Hope Street, Motherwell, Lanarkshire. Tels : Motherwell 1410-1411 


Every Friday 


Price 


15,768 HOMES ENTERED 
"EVERY WEEK 


EVERY week “The Motherwell Times” goes into over 
15,000 homes in the Motherwell area: into the homes 


of steel-workers, 


engineers and miners—homes with 


money to spend and to spare. 


And in every home 


“The Motherwell Times” is read 


and digested and kept for reference until the nc ct edition 


is published—for 


“The Motherwell Times” is tne recog- 


nised sh 


PPMms 


and entertai 


guide to the district. 


With a population of 65,000 the Burgh of Motherwell 
and Wishaw is Scotland’s third largest and with a circula- 
tion of 15,768 (ABC) “The Motherwell Times” covers 
the burgh completely. 
your next campaign. 


by the 
company 
it keeps 


THESE well- 
known firms 
and products 
are advertised 
regularly in 

she Mother- 
well Times’’— 
Ashton & Par- 


lop, McDougall’s. 


Judge an ad.| 1,000 PAIRS OF EYES 


Use “The Motherwell Times” in 


FOR LESS THAN 5d 


THE displayed advertisement rate 
in “The Motherwell Times” 
is 6- per single column inch. Circu- 
lation is well over 15,000 copies a 
week. The rate per single column 
inch per thousand is therefore less 
than 5d—a most economical figure 
for a local newspaper. 
The advertisement rate for Situa- 
tions Vacant, Sales, Wants, etc., 
is—2/- for 10 words (minimum) 


al- and 1'- for each additional 5 or part. 


of 5 wor 


Rates for other classified advertise-— 


ments may be had on request. 


Sechoies 
| firms boost 
burgh 
incomes 
ITHIN the 
circulation 
area of he 


Meotherweti 
Times,’” high 


regular employ- 
ment are enjoyed 
by workers in these 
famous firms — 
British National 
Electrics Ltd., 
Colvilles Ltd., s 

Son 


Vickers Electrical 
Co. Ltd. 


L-ndon office 
at 69 Fleet S~. 


E.cC.4. — 
—Central 3052. 


ADVERTISING 


Registered Practitioners in Advertising 


HE old saying—‘*You can't keep 

a good man down”’ is true some of 
the time—for example, our business 
has grown to such an extent that 
we have been compelled to move our 
organisation to a more commodious 
suite of offices. 

Now in our new home, with 
increased personnel, we offer our 
clients a still better service and invite 
enquiries from organisations, who 
require a comprehensive service, 
backed by years of experience in all 
fields of advertising. 

Incidentally, we will welcome our 
friends of the Press at our new 
address. 
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Scottish Outdoor 


COVER THE 
NORTH 
OF 


SCOTLAND 
AND THE ISLES 


with the 


NORTH 
SCOTTISH 
GROUP 


OF || NEWSPAPERS 


"sme 


The following Newspapers 
comprise the Group: 


BANFFSHIRE JOURNAL, Banff 

BUCHAN OBSERVER, Peterhead 

ELGIN COURANT, Elgin 

FRASERBURGH HERALD, 
Fraserburgh 

THE ORCADIAN, Kirkwall 

ROSS-SHIRE JOURNAL, Dingwall 

HIGHLAND NEWS, Inverness 

JOHP O'GROATS JOURNAL, 
Wick 

NAIRNSHIRE TELEGRAPH, Nairn 

NORTHERN CHRONICLE, 
Inverness 

STORNOWAY GAZETTE, 
Stornoway 


GUARANTEED CIRCULATION 


86,000 
Flat Rate 3$/-PerS.C. Inch 


ONE ORDER - ONE BLOCK 
ONE ACCOUNT 


Full particulars from: 


WILL KITCHEN Jr LTD 


National Advertising Representatives 
131 FLEET STREET, E.C4 
Telephone: Central 1960, 3133, 3754 


Advertising—continued 


known throughout the trade, have 
disappeared. The West of Scot- 
land Billposting Company Ltd., 
of Ayrshire, was bought over by 
David Allen & Sons Ltd., and the 
old-established firm of Nixon 
Ltd., which operated in Edinburgh 
and the Lothians, was acquired 
by the General Billposting Com- 
pany, Ltd., who retained the ser- 
vices of Mr. T. W. Nixon until 
his sudden death, at the early age 
of 46, in November. 


The hoardings in Scotland have 
generally assumed their accus- 
tomed winter appearance. Such 
old winter faithfuls as Oxo, 
G.E.C., Pitman’s, etc., are again 
in evidence and the “regulars” 
carry on: Cadbury’s, Creamola, 
Nestlé’s, Lawson’s, the tobaccos, 
the beers and stouts, the oils, the 
tyres, the recruitment campaigns, 
and of course, the soaps and the 
“non-soaps.” Facilities are being 
provided in some areas for com- 
mercial advertisers who use the 
smaller sizes of posters, by the 
setting up of specially panelled 
boards which are also suitable 
for “dated” bills. There are too, 
the well-known P.LP.’s for small 
non-commercial notices. 


Day-Glo has naturally made 
its appearance in Scotland, the 
first commercial advertiser to use 
it on the hoardings being Aitkens 
the brewérs, of Falkirk, whose 
32-sheet and 16-sheet positions 
now display a large Day-Glo 


name slip. Closely following 
came the Daily Telegraph, whose 
campaign in connection with the 
publication of Mr. Winston 
Churchill’s Memoirs included 
Scotland. 


A matter which constitutes a 
near-mystery to Scottish contrac- 
tors is the number of national 
advertisers who stop short at the 
border with their poster cam- 
paigns. Others venture only as 
far as Glasgow and Edinburgh 
and draw the line there. Why? 
Scotland has a population well in 
excess of the five million mark, 
which is surely an attractive pro- 
spective market for any adver- 
tiser. Glasgow and Edinburgh 
together make up one-third of 
that number. Poster sites and ser- 
vices are Second to none and the 
people are as receptive to adver- 
tisement persuasion as anywhere. 
They are as eager to have know- 
ledge of, and to buy, so far as 
their means will permit, the good 
things in foods and furnishings, 
beverages and beauty aids, clothes 
and cleansers—and their means 
are no more limited than are 
those of their counterparts south 
of the border. Excellent channels 
of distribution are available, 
transport by road, rail and sea is 
good and retail outlets are up-to- 
date and efficient. Many of the 
“big names” have already caught 
and are holding, by means of 
posters, their share of this valu- 
able market; and there are still 
ample opportunities for others 


who have the courage (does it 
really take courage?), and com- 
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monsense to 
border. 

In March and April last, a 16- 
sheet poster campaign on behalf 
of the City of Aberdeen was 
placed in a considerable number 
of the larger towns in England. 
This was a first venture on the 
hoardings to publicise Aberdeen’s 
attractions as a holiday resort, 
and it is gratifying to record that 
the results achieved were suffi- 
ciently satisfactory to the city’s 
publicity officer, to encourage 
him to plan an extended cam- 
paign for 1951. In the first cam- 
paign, the posters were “keyed,” 
not, let it be said, very hopefully, 
but the number of inquiries which 
were received bearing the key 
reference surprised both client 
and agent. 

Stonehaven, a smaller resort 
neighbouring Aberdeen, also used 
16-sheet posters for the first time 
to advertise special attractions 
during its “season.” Display was 
confined to a surrounding aréa 
and in this case too, results gave 
considerable satisfaction. 

In their search for additional 


step over the 


revenue to offset the fairly heavy 
losses being incurred by muni- 
cipal transport undertakings, 
various Corporations in Scotland 
have been giving serious con- 
sideration to the question of ad- 
vertising on the outsides of trams 
and "buses. Glasgow and Dundee 
Corporations have already leased 
the rights to contractors, with, in 
Glasgow, a ban on liquor adver- 
tisements. In Aberdeen the 
matter was approved subject to 
there being no advertising of a 
religious character, and offers 
have been invited from contrac- 
tors prior to a final decision being 
taken as to whether the rights 
should be leased out or adminis- 
tered by the Corporation’s own 
publicity department. 

Members of the Outdoor Ad- 
vertising Industry in Scotland 
can, on the whole, regard the past 
year as having been a satisfactory 
one—they have kept ahead in 
presentation, design and service, 
they have exhibited a true regard 
for the amenities of this beautiful 
country and business has 
good 
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Greenock Telegraph 


And Clyde Shipping Gazette 


Full coverage of this Important Industrial Area can only be 
assured through the Greenock Telegraph 
the only daily printed and published in the area. 


Circulation—Daily Average 2 25,242 


Period Jan/June, 1950, A.B.C. Certified 


GOuRIC x) 


" GREENOCK | 


PORT GLASGOW fm 


Glasgow Office: 
A. H. STURROCK, 
134 Fleet St., E.C.4 101 St. Vincent St. 
Telephone: Central 3913 and 6329 Telephone: Central 3293 
Head Office: 14 Charles St., Greenock Telephone: 44 


London Office: 
P. MOON, 


M'MURTRIE 


a name “on 
ADVERTISING SERVICE 
—a name built of years of experience in every 
branch of advertising . . . a name associated with 
many important advertisers . . . a name with an un- 
surpassed reputation in the records of Advertising 
Service. 
In the field of Market Research, Press Advertising, 
Printing, Packaging and Exhibition Stand design it is 
a complete organisation, capable of dealing with all 
advertising problems through every stage from creation 
to production. Staffed by men of ability and modern 
outlook, this service is readily available within easy reach 
of every manufacturer in Scotland. 


timited 
ul wl MIWELL ST. GLASGOW, 


CENTRAL 1953-4 
HOUR AGE GLA bai . 


| i a h 


{ eae 
PRACTITIONERS iN ADVERTISING 


INCORPORATED 


Scottish Supplement—ADVERTISER’S WEEKLY 


SCOTTISH UNION 
AND NATIONAL 


INSURANCE COMPANY 
ESTABLISHED 1824 


FIRE 
LIFE 
PENSIONS 
ACCIDENT 
MARINE 
AVIATION 


Head Office : 
35, St. Andrew 


Square 
Edinburgh 


BRANCHES IN ALL 


Monument Edinb ph Walter Scott, ; Bort., PARTS OF THE WORLD 


Steady Growth 


Che 


Ayrshire Post 


continues its steady rise in public 
favour, and maintains its position as 
the foremost county weekly in the 
Burns Country. 
+ 


A.B.C. Certified Net Sales 
(for half-year ended 30th June, 1950) 


22,590 
copies weekly 
& 
THE AYRSHIRE POST 
NILE COURT: HIGH STREET-AYR 
Telephone: AYR 3521 


LONDON REPRESENTATIVE 


CYRIL TUKE - 56 FLEET STREET: E.C.4 
Telephone CENtral 1923 
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ADVERTISER'S WEEKLY 


ADVERTISING 


GIFTS 


FOR 


EXHIBITIONS 
AND 


/ 600 D-WILL 


Sepang ea ANI dion maar 


GIFTS FOR 
ALL TRADES 


Examples of notebooks, propelling 
pencils and rules. Write now for 
our NEW illustrated folder. 


CARTER 


ADVERTISING 


SUPPLY CO 
136 WELLINGTON ST., 
GLASGOW, C.2. 
Telephone: Douglas 4203 


Apopular “PERSPEX"’ Calendar. 
Ideal permanent gift. 


Scottish Supplement 


Sauce 
for the 
gander?! 


Despite the old adage, 
what’s sauce for the goose 
does not always go down 
well with the gander. 


A National campaign 
created and executed in the 
South often fails completely 
to “ring the bell” in the 
North. The very 


different in his outlook and 


Scot is 


buying habits. Advertisements 
aimed at him must be 
fundamentally “Scottish” in 
character if they are to be 
effective. 


In other words it takes a 
Scottish agency to do the 
job, and we are a Scottish 


Agency. Need we 


say more? 


Maxwell 
Nicholls 
and 
Partners 


Incorporated Practitioners 


In Advertising 
eee 


71 GEORGE STREET 


| EDINBURGH 


| Telephone 24950 


45 HOPE STREET 
GLASGOW 


Telephone CEN 8600 


January Il, 1951 


Water Power Schemes 
Are Bringing New 
Export Orders 


ESPITE post-war shortages 

of materials, great progress 
has been made, especially during 
the past year, in Scottish hydro- 
electric developments. 

The first link has been forged in 
the chain leading to the pro- 
duction of an estimated ten to 
twelve million units of electricity 
from the Highland area. 

The Board’s Loch Sloy Scheme 
which together with the small 
local schemes at Morar (Inver- 
ness-shire) and Lochalsh (Ross- 
shire) formed the first Construc- 
tional Scheme, was given a royal 
opening in October. Although 
only two of the station’s four 
turbines are at present in opera- 
tion, these have been pouring 
power when required into the 
national grid of the British Elec- 
tricity Authority and easing the 
power shortages being suffered by 
the whole of the West of Scot- 
land. These two machines, esti- 
mated to provide enough power 
to meet the needs of 80,000 
people, will be augmented shortly 
by a third machine while it is 
expected that early in 1951, the 
fourth machine will come into 
operation bringing the output of 
the scheme up to an estimated 130 
million units per annum. 


Perthshire Scheme 
Producing Power 


In Perthshire, the Tummel- 
Garry scheme is also producing 
power. Two stations in this three 
station scheme are now in opera- 
tion while the third is under con- 
struction. In the Clunie section, 
two of the three turbines (total 
capacity 60,000 kilowatts) are in 
production and the third machine 
is about to undergo tests. The 
Pitlochry power station, with an 
installed capacity of 15,000 kilo- 
watts, is now sending power 
throughout Perthshire from one 
machine and it is expected that 
the other machine will be com- 
pleted shortly. 

At Fannich in Ross-shire, the 
power'station at Grudie Bridge, 
with a capacity of 24,000 kilo- 
watts and an estimated annual 
output of 83 million units, is also 
in operation and is now supplying 
power to the North-East of Scot- 
land. 

In Inverness-shire, the Affric 
scheme, with a total output of 223 
million units, is nearing comple- 
tion and is expected to be in pro- 
duction in 1951. Of the other 
schemes which the Board have at 
present under construction, the 
Cowal scheme in Argyllshire. 
planned to provide 14 million 
units per annum for local distri- 


By GEORGE B. YOUNG 


bution is expected to come into 
operation in 1951. 

_ The Shira scheme, with a capa- 
city of 45,000 kilowatts and an 
output of 80 million units per 
annum, under construction § in 
Argyllshire, has passed the civil 
engineering preliminaries and 
construction is now well under 
way. 

Other smaller schemes for local 
distribution with a total output of 
15 million units per annum are 
under construction at Lussa in 
Kintyre, Storr Lochs in Skye and 
Gairloch in Wester Ross. 

In addition to these schemes, a 
further seven schemes with a com- 


The Scottish hydro - electric 
development schemes are 
already beginning to supply 
power to the Highlands. They 
have also stimulated demand, 
both at home and overseas, for 
Scottish made turbines and 
electrical equipment. The basic 
orders of the Hydro - Electric 
Board are providing a founda- 
tion on which to build and extend 
a hitherto untapped market. 


bined output of 745-5 ‘million 
units and a capacity of 203,800 
kilowatts have been published 
and approved while investigations 
and surveys have been conducted 
for other projects with an esti- 
mated output of 1.436 million 
units and a combined capacity of 
409,500 kilowatts. 

The total output and kilowatt 
capacity of all these schemes, 
those under construction, those on 
which work has not yet started 
and those under survey are 
1,041,750 kilowatts and 3,017-5 
million units. 

In addition to the building of 
dams and power stations, the 
Board are constructing a trans- 
mission system, at present of 
132,000 volts, to connect the 
main stations with one another, 
with the centres of distribution 
and with the national grid. Al- 
ready ten switching stations are 
complete or almost complete and 
from these, 870 miles of transmis- 
sion. lines will carry power 
throughout the Highland area. 

The benefits presently accruing 
from these construction and 
transmission schemes and those 
in store for the future are im- 
mensé, but it is the distribution of 
power into the remote glens and 
over the seas to the islands of the 
West Coast which is reviving the 
hope for the future and of the 
people of the North. For them. 
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the change is from the hardships 
of the middle ages, the peat fire 
and the paraffin lamp, to the 
amenities of the twentieth cen- 
tury, while for small industries and 
farms and crofts, the coming of 
power means a chance to com- 
pete more favourably with south- 
ern neighbours. 


20,000 New 
Electricity Users 


The Board are very much aware 
of the importance of the provi- 
sion of power and as a result, 
their distribution lines are steadily 
spreading throughout the 21,750 
square miles of their area. The 
first distribution scheme was pub- 
lished by the Board in 1946 and 
the first village to receive a sup- 
ply, the hamlet of Finstown in 
Orkney, was connected in Decemi- 
ber 1946. By January of the fol- 
lowing year, the first village on 
the mainland was switched on and 
in 1948, more than 70 hamlets 
and villages were supplied for the 
first time while in 1949 a further 
62 hamlets and villages were con- 
nected to the supply. In 1948, 
16,000 consumers or approxi- 
mately 45,000 people were con- 
nected for the first time and in 
1949, the number of new con- 
sumers connected was 18,000 or 
approximately 60,000 people. 
Like those of earlier years, the 
1949 total was not confined to 
particular areas. It included ap- 
proximately 550 homes and other 
premises in Orkney, 543 in Lewis, 
379 in Shetland, 279 in Skye and 
Lochalsh, 110 in South Uist and 
1,000 premises in the eastern part 
of the country north of the Great 
Glen, This year, the electrifica- 
tion of these Highland communi- 
ties has continued at a slightly 
increased tempo. Already it is 
estimated that no fewer than 
20,000 new consumers will have 
been given a supply by the end 
of the year, representing approxi- 
mately 70,000 people, while a 
further 304 small industrial con- 
cerns have changed to electricity 
for their power. 


Another Sign 
Of The Times 


Another sign of the times in 
these small Highland communi- 
ties is the introduction of s.;reet 
lighting. previously a luxury avail- 
able only in the large towns. In 
1948, street lighting was intro- 
duced into 9 villages. In 1949 the 


number of villages with street 
lighting had risen by 18 and this 
year there has been a similar 
increase. 

Fresh laurels have also been 
won for Scottish engineering. The 
tremendous overseas interest 
which now centres on the Scot- 
tish manufacture of water tur- 
bines and hydro-electric equip- 
ment owes its beginning to the 
work of the Board. 

By endeavouring to have as 
much of their plant requirements 
as possible manufactured in Scot- 
land and by encouraging Scottish 
industries, with the prospect of 
their own orders, to branch out 
into a new field, the Board have 
given Scottish engineers a further 
outlet for their skill and opened 
a new overseas market for tur- 
bines and electrical equipment 
which is already contributing to 
the full employment in the indus- 
trial belt. Plant of this type is 
now being made for the English 
Electric Company at the works of 
Harland and Wolff. Scotstoun, 
and for Boving and Company at 
the Clydebank works of the ship- 
building and engineering firm >f 
John Brown & Co., Ltd., and by 
Glenfield and Kennedy of Kil- 
marnock. In addition, the Har- 
land Engineering Company of 
Alloa have started manufacturing 
water turbines under American 
licences, while Bruce Peebles & 
Co., Ltd., Edinburgh, have ex- 
tended their manufacturing re- 
sources and are now making water 
wheel generators of a substantial 
capacity, Similarly, Harland and 
Wolff are making large electrical 
generators as well as water tur- 
bines. 


Large Orders 
For Export 


This new industry has received 
orders for 895,540 h.p. of water 
turbines and 368,400 kilowatts of 
generators from the Board. In 
addition, even larger orders for 
both generators and turbines have 
been received for export by these 
Scottish firms. The basic orders 
of the Board, therefore, are pro- 
viding a foundation on which to 
build and extend this previously 
untapped market. 

The Board's works alone are 
estimated to be providing em- 
ployment in Scottish factories and 
workshops for about 11,000 men 
and women, a number similar to 
that of persons gaining direct em- 
ployment on the sites of the 
Board's schemes. 


Making jugs at the 
works of the Edin- 
burgh and Leith 
Glass Co. where 
Princess Elizabeth's 
wedding present 
was manfactured. 


Photo: “Evening 
Despatch” 


Scottish Supplement—ADVERTISER’S WEEKLY 


Sell it to the Scots 


What finer medium for your 
purpose than “ Scotland’s S.M.T. 
Magazine”. This leading monthly 
about Scotland and the Scots introduces 
a first class market through a first 
class readership. With its nation 
wide coverage, and excellence of pro- 
duction the advertising rates are 
remarkably low. 


Rate cards on application to :— 


Nella 


SMT MAGAZINE 


7 Castle Terrace, Edinburgh 
Telephone: 31021 


London Office: 30 Fleet Street, E.C.4 
Telephone: CENtral 2786 


ere 


PLANNED : 
Press & Printed 
PUBLICITY 


We shall be glad of the 


opportunity to assist you with 
your Marketing and Packaging 
Problems. 


JACK 


VIS PUBLICI 


LIMITED 


2 
11! UNION STREET - GLASGOW - C.! 
TELEPHONE CENtral 4918/9 
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ADVERTISER'S WEEKLY—Scottish Supplement 


The Scottish agency for national and overseas publicity 


SES Cottam « b. 


21 Castle Street, Edinburgh 
Telephones: 24932, 23838 


to castle’’ 


EVERY FRIDAY 


| Phone: Wick 29 


WICK, CAITHNESS, SCOTLAND 


Fobn ©’Groat Journal 


Largest circulation in the North of Scotland 
The paper reaches nearly every home “from cottage 
in the North of Scotland, and has an 
extensive circulation among northern people all 

over the world. 
Published continuously for nearly 115 years 


Rate card and full particulars from the Manager: 


CE 3d. 


Grams: Journal, Wick 


STIRLING 
OBSERVER 


Weekly net ne A.B.C. 
Excellent coverage for 
Central Scotland. 
ae Office: 40 Craigs, Stirling 


indon Office: Will Kitchen Jnr. 
in Fleet St., E.C.4 


to 
cover 


EAST FIFE 


ask 


WILL KITCHEN Jr. LTD 


131 FLEET ST., E.C.4 CENTRAL 3754 
about 
THE 
FIFE HERALD 


Established 1822 
Publishers : J. & G. INNES i 
20 Crossgate - Cupar . Fife 


Oldest - 

Established 

Family 

Newspaper 
IN 
MOTHERWELL 
AND WISHAW 


(Pop. 55,000) 


In this, the third largest 
Burgh in Scotland, new 
light industries are under 
way and old industries 
are working to capacity. 
To reach this prosperous 
area advertise in 


“TheWishawPress | ®: 


& Advertiser 
incorp. “The Wishaw Herald” 


Head Office: 
96 MAIN ST., WISHAW 


in London by 
Will Kitchen Jr Ltd 
131 FLEET STREET, E.C.4 


Telephones: 
CENtral 1960, 3133, 3754 
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THE SCOTTISH MARKET—Continued from Page 12 


in the number of rural consumers. 
In 1949 alone 62 villages were 
supplied with electricity for the 
first time and new consumers 
served by the North of Scotland 
Hydro-Electric Board numbered 
18,797. In the Highlands as a 
whole there are 184,344 domestic 
consumers of whom 21,490 were 
cooking by electricity. This is 
no mean achievement for the area 
of the North of Scotland Board 
consists of the Highlands plus 
Dundee and Stirling County, 
which contains roundly 395,000 
homes. 

The emphasis in Scotland seems 
to be shifting at last from the 
older basic and manufacturing 
industries to an economic struc- 
ture which will be better balanced 
_ industrially and geographi- 
cally. 


Advertising Problem 
May Have Two Stages 


It is clear from the geographi- 
cal division of Scotland into the 
Highlands, the Central and the 
Border areas that the problem 
of reaching the population by 
means of advertising may have 
to be tackled in at least two 
stages. On the whole, the people 
in the Central area are just as 
easy to reach as the inhabitants 
of any of the Regions of England 
and Wales. The specific media 
will, of course, differ a little. The 
Hulton Readership Survey shows 
that in general Press readership 
figures are higher in Scotland. 

When one comes to consider 
the various degrees of penetration 
that can be achieved by outdoor 
advertising, it is interesting to 
see that by covering all the 17 
administrative areas with popula- 
tions of more than 40,000 nearly 
two-thirds of the inhabitants of 
the Central area and half of the 
population of Scotland can be 
placed within reach of the adver- 
tiser’s message. By covering 
towns down to 15,000 about a 
quarter of the Highlands comes 
into the picture and 17 per cent 


TABLE IlI—DISTRIBUTION 


of the Border area. These are, 
it must be emphasised, minimum 
figures as no account is taken of 
the sphere of influence of each 
town. This must be very con- 
siderable especially in the rural 
areas. 

So far as the cinema is con- 
cerned, it is worth noting that 
all three of the main audience 
categories, i.e., housewives, 
women other than housewives and 
men, tend to visit the cinema 
more frequently in Scotland than 
they do in Great Britain as a 
whole. For example, 35 per cent 
of Scottish housewives visit the 
cinema once a week or more 
often, as compared with 32 per 
cent in Great Britain. 46 per cent 
of men in Scotland do likewise 
but only 38 per cent of the men 
in England go as often as this. 
In fact, the proportion of men 
attending the cinema once a week 
or more often is higher in 
Scotland than in any other part 
of Great Britain except the North 
West and even here 21 per cent 
of the men in Lancashire and 
Cheshire never go, as compared 
with 16 per cent in Scotland. The 
cinema is therefore an advertising 
medium which should not be 
neglected and in fact, there is here 
one seat for every nine persons. 
Incidentally, the average price of 
a cinema seat in Scotland is 
ls. 34d. It is 1s. 6d. in England 
and Wales. 

Generally speaking the adver- 
tising situation in Scotland is 
better than might be anticipated 
from an examination of popula- 
tion density figures. Despite the 
distances to be covered (the area 
of Scotland is one third that of 
Great Britain while its population 
is only one tenth), the Central 
Scottish market is easily accessi- 
ble and can be treated almost on 
the same footing as any other 
provincial area in England and 
Wales, while even the Highlands 
and the Border counties, with 
their million and a quarter popu- 
lation, can be profitably reached 
with a discriminating use of 
media. 


OF INSURED POPULATION 


England 
Industry Scotland & Wales 
re, F hing erase | 6 i 
a ve 99,910 | 48 43 
be =, Be « 21,790 10 15 
Cheated and Allied Trades. aad 34, 16 21 
etal Manufacture 64,320 3-1 2-5 
E Shipbui ng and Electrical Goods 204,320 98 91 
Vehicles - 650 28 44 
Metal Goods not elsewhere cified « 31,480 15 24 
Precision Instruments, J 7,440 0-4 06 
‘Textiles 116,900 5-6 46 
agar age amate seaso | 17 | $4 
Food, Drink and Tobacco |. 93,540 45 3-4 
ame f= of Wood and Cork 30,490 1-4 13 
and Printing 50,510 | 2-4 2:3 
Other t Manufacturing Industries 20,280 10 12 
and Contracting 158,420 7-5 6-7 
Gas, Electricity and Water Supply 22,790 11 15 
Transport and Communication 196,910 o4 8-8 
Distril wtive Trades... _ ‘ v4 gf et 
» Banking and Finance ses : ‘ ‘ 
Public Ad Administration and ae was 129,390 6-2 72 
Professional Services... e 130,870 6-2 57 
Miscellaneous ‘ 179,010 84 9-5 
Total) 2,100,410 100-0 100-0 
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_ JOHN COUTTS & CO. -1723 ye THE SHIP BANK -1750 ye THE THISTLE BANK - I761 


For four generations 


Scotsmen of enterprise have turned to 


oN. ; £ a Pa “NZ ' 


Ne ( 
4 —_ ™ 


UNE NI BANK K . 


OF, SCOT oo 


NS 


- YNV@ NOONYVWIA FHL F EZZI- WAV ANVdWOD 8 SYFLNOH 


Specialised foreign departments at 
GLASGOW HEAD OFFICE -  - — - 110 ST. VINCENT STREET 
EDINBURGH HEAD OFFICE - + 64 GEORGE STREET 
LONDON CITY OFFICE - - 62 CORNHILL, E.C.3 
General Manager - . m . - JOHN A. MORRISON, MLC. 


A complete banking service in the best Scottish tradition 


% 0081- ANVdWOD ONIDINVE NOINN MODSW1D #708! 
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THE BANKING COMPANY IN ABERDEEN - 1767. ye PERTH BANKING COMPANY - 1763 ; 
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January Il, 1951 


P i k | Lk FOR REACHING 


A and B Class Readerships 


IN SCOTLAND 


THE SCOTTISH 
FIELD 


Scotland's Leading Illustrated Monthly 


If your appeal is to the higher income 
groups in Seotland, the SCOTTISH 
FIELD will ensure a national cover- 


OUTSIDE BACK COVER 
A few vacancies for 
isnt ts tem, en age unsurpassed by any other 


and four colours. 
| 


comparable magazine. 


All inside colour 
pages for 1951 are 
booked. 


A.B.C. NET SALES 
ya 12 Copies monthly 


(for half-year ended 30th June 1950) — and 
still increasing ! 


The SCOTTISH FIELD is the only Scottish 
Vagazine publishing A.B.C. figures, and since 
it occupies a prominent place in all the leading 
Ifotels. Clubs and Restaurants, ete., its aug- 
mented reader circulation is considerable. 


Teegramss HENRY MUNRO LED.  teteptone: 


“HG hly. Gh sgow” ah) . ' ; a, oer 
uickly, Glas; 82 MITCHELL STREET. GLASGOW, C.1 


LONDON OFFICE: 56 FLEET STREET, E.C.4 Pelephone: CEN. 1925 


Published by the Proprietors, BUSINESS PUBLICATIONS. Lrtd., at their office at 180, Fleet Street, Londen, £.C.4. (Phone: Chancery 8844) 
January 11, 1951. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment 
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How to make a stand arresting 


See HOW skilfully a giant, enlarge- 
se 2 eaaben ment by Autotype has been used here to 
<a A Cc T D N B © LT = : attract attention and create interest sim- 
2 oS oa eT . ss By: ultaneously. Could any other medium do 
i bi: . fe it so simply—so successfully—so economi- 
cally? A fair question! 
Everyone loves pictures, and the larger a 
photograph, the greater its appeal. Auto- 
type “ giants” are available in all sizes, 
in black-and-white, or in delicate true-to- 
life colour. Intriguing and dynamic effects 
can be obtained with a single picture or 
by montage. 
Autotype is geared to produce top-quality 
enlargements quickly. There is a wealth 
of experience behind them. We have made 
them three times the width of Oxford St. ! 


as ale 


The above enlargement measures 7’ 6” by 18’ 6°. The illustrazion can | s 
give only a poor impression of a fine job. We should like to show 
you real examples together with their application. Might we do so? 


The Autotype Co. Ltd., Brownlow Road, West Ealing, London, W.13. Telephone: EALing 2691-3 


wes 


an 
awe 
} . 


the household 


word for the 


printed word am, 


2 STITCHCRAFT Z, 


at hems or abroad you will always is more than read 


find the printed product of the é ——— 


LINOTYPE AS 


ABC net sales 299,872 copies a month: Type area page 84 ins. x 6 ins. 
£168 a page: Advertisement Manager S. H. BOWDEN, Stitchcraft Ltd., 
Great West Road, Brentford, Middlesex. Telephone EALing 6283. 
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DIANA 
STUDIO 
NEW 


Workshops 


able to 
kinds of 
Work, SJk 


mass produc- 


Here we shall be 
urdertake al 
b-xhib‘tion 
Screening, 
tion oft 


Displays ete., 


address is 

Norland Yard 

Shepherd’s Bush 

London, W.11 
We shal! 
Cromwell! Road address 
for all Art Work, Paper 
and Metal Sculp:ure, and 
Offices. 


DIANA 
STUDIO 


1i8 CROMWELL ROAD S.W.7 
Ielephone WEStern 0988 
N.ght WEStern 1318 


the 


remain at the 


SILK meoop ARTS | c 


97 SHIRLEY ROAD. CROYDON 
ADDISCOMBE 3147-6 


HIGHEST GRADE 


CLEAN © SHARP 
_ CRAFTSMANSHIP 


SPEEDY SERVICE 
° EXPRESS 4 
DELIVERY 


consuttusror DAY-GLO 


LIC.39 


DISPLAYS 
EXHIBITION STANDS 


MERCURY 


DISPLAYS LTD. 


Mere Sarees ROAD 
ORIA TEL VIC 0912-3 


4 


POSTER SITES 
BULLETINS 


G. F. KRUSE'? 
LTD. 


37, Spring Street, W.2 


PADDINGTON o18e/7 


| S.C, 


‘CLELAND 
PACKAGING 


Cartons, outers and display pieces made 

to order. in immaculate style and in the 

best traditions of Industrial Design — 
functionally and visually. 


WM. W. CLELAND LTD 


78 


F 4“ ® >, 
pS 
(NEWS) 
OPSA DATA 


CAIRO 
AKHER SAA. As from Ist 
January 1951 the advertising 
rate is amended to 30- per 
inch for all new and 
renewal orders. 


TUNIS 


BRITISH CHAMBER OF 
COMMERCE JOURNAL 


| We have been appointed So!e 
| Agents in Great Britain for 
| this well produced journa' 


which appears every second 
month. Specimen copies and 
rates available. 
All Particulars on Middle East Press from 
GEORGE YOUNG 
OVERSEAS PUBLICITY & SERVICE AGENCY L° 
0 Fleet St.London.£.04 Cen. 549467870 


5.AR 


| consult the experts 


| ing) Ltd., Leeds: 


POINT OF SALE. 


advertising | 


te SHOWCARDS ¥& SIGNS 4 DISPLAY | 
STANDS IN METAL, WCOD AND | 
PLASTIC ye METAL PRODUCTS 
% ILLUMINATED SIGNS 


! 

ACME SHOWCARD & SIGN CO. LTD. | 
Paragon Works, Enfield, Middx 

Tel : Howard 1651 Est. over half a century | 


STAPLE HOUSE, HOLborn 252! 
CHANCERY LANE, W.C.2 & BELFAST 


| dustry. 
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CURRENT ADVERTISING 


Poster Campaign For Palestinian 


Oranges: Mason-Peacock Appointed 


By Sabena: New 


An extensive poster campaign 
using. hoardings and _ transport 
sites has been started by the 
Israeli Citrus Board. Limited 
Press advertising is also appear- 
ing in trade Press and the Jewish 
Chronicle. The trade Press ad. 
offers greengrocers a variety of 
display material including ban- 
ners,, window stickers, and price 
tickets. The whole campaign 
features “King Jaffa” with the 
slogans “Jaffas for. juice” and 
“Grapefruit for breakfast.” The 
Board has appointed Mather & 
Crowther Ltd, to handle the cam- 
paign. C. J. Lytle (Advertising) 
Ltd. co-operated on the poster 
scheme. 

ACCOUNTS MOVING 

To Mason-Peacock Ltd., Lon- 
don office: Sabena (Belgian Air 
Lines). 

To Paul E. Derrick Advertising 
Agency Ltd.: William Sugg & 


Radio manufacturers, 
among them H.M.V., 
have started booking space 
for their campaigns to co- 
incide with the National 
Radio Show which is due to 
be held at Earls Court from 
August 28 to September 8. 


Co. Ltd., gas, 
general engineers. 
is at present 
trade Press. 

To E. Walter George Ltd.: 
Barrow, Hepburn & Gale group 
of tanneries and associated com- 
panies. 

To Nevin D. Hirst (Advertis- 
British Jeffrey- 
Diamond Ltd., heavy engineering 


lighting and 
The campaign 
restricted to the 


| machinery. 


A. H, Grantham & Co, 

Reading: Pulsometer En- 
gineering Co. Ltd, Hythe- 
Southampton Ferry Service, 
Golden Twin Potato Crisps, and 
Bracher & Sydenham Ltd. 

To Gee Advertising Ltd., Leeds 
office: A. Muirhead & Co. Ltd. 
(manufacturing under the trade 
name “Clanmuir”). 

To Auger & Turner Ltd.: 
Rosedale Associated Manufac- 
turers Ltd.. makers of Tudor 
Rose toys. Ful] pages in colour 
in selected trade papers. Pilot 
scheme in Australia starts in 
March. 

NEW ACCOUNTS 


To Greenly’s Ltd.: Bellrock 
Gypsum Industries Ltd., manu- 
facturers of Bellrock panels, pre- 
formed wall units for speeding 
up Operations in the building in- 
Advertising, scheduled 
for the whole year, starts this 
month in selected professional, 
architectural and building trade 
journals 


Harlene Product 
NEW_ CAMPAIGNS 

For Edwards Harlene Ltd., an 
introductory campaign in Lan- 
cashire starting in February, for 
Harlene tonic dressing for men, 
a new product. The campaign 
will spread area by area. Lon- 
don evenings are expected to be 
included in the schedule by May. 
Harlene have also taken trade 
Press space to announce a new 
larger pack for their Camomile 
Golden Hair Wash and to intro- 
duce a new price list. National 
advertising is promised for the 
hair wash. Agents: Robert Free- 
man Co, L 

For Ajax, “Colgate- -Palmolive’s 
foaming cleanser, extensive inser- 
tions using large spaces in 
national dailies and Sundays and 
London evenings. Agents: Masius 
& Fergusson Ltd. 

For Calpreta fabric finishing 
processes (Calico Printers’ Asso- 
ciation Ltd.), in Woman, Woman's 
Own, Woman's Weekly, Woman's 
Ilustrated, Vogue, Vogue Pattern 
Book, Harper's Bazaar, Woman 
& Home, Home Chat, Daily 
Mirror, News of the World, and 
Manchester Guardian, starting 
February 24. Trade Press an- 
nouncements have already started. 
Retailers are promised show- 
cards, fashion booklets, swing 
tickets, washing leaflets, and a 
block service. Agents: J. Walter 
Thompson Co. Ltd. 

For Furwul knitting woo! pro- 


Moe Jan Sh 
to Fri. Jes 12th 
Pom —tpm 


Set Jen th 
Sen -ipe 


Reason te reyoee when you 
perchase mer handne of vuch 
renowned good quality at such | 
redyeed prees' Worthwhile 
savings for men and women, 


for one week only 


i 

Campaigns for the Winter Sales 

are now well under way. This 

Simpson's ad. placed by W. S. 

Crawford Ltd. is one of the more 
unusual. 
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in women’s journals and trade 
Press. Agents: Gee Adv 
Ltd., Leicester. 

For Qualcast lawn mowers in 
gardening sections of Daily Mail, 
Daily Express, News Chronicle, 
Daily Herald, Times, Daily Tele- 
graph, Daily Mirror, Daily 
Graphic, News of the World, 
People, Sunday Dispatch, Sunday 
Express and Sunday Pictorial. 
Agents: Brandis-Davis Agency 
Ltd. 


EFFICIENCY 

The new fuel efficiency and 
economy campaign for the 
Ministry of Fuel and Power 
passed from the briefing stage to 
canal appearance in ten days. 
Pritchard, Wood & Partners were 
instructed on December 28, and 
the first ad. appeared in Mon- 
day's Daily Mail. All national 
dailies and Sundays, and princi- 
pal provincials and weeklies are 
being used. Most nationals were 
able to offer space in addition to 
the usual quota so that fre- 
quency of insertion for the first 
few weeks can be weekly. Size 
of snaces have also been stepped 
up from 5} in. dc.—the normal 
space for government ads.—to 
8 in. dc. The campaign will ~in 
to the end of February. 


For Priory Tea and Coffee Co., 
Ltd., spaces on Redline buses 
operating in the Birmingham area. 
Agents: T. B. Browne Ltd. 

For H. C. Webb & Co. 
to introduce three new 
mower models, in trade Press 
concentrating chiefly on the 
spring months, and in gardening 
periodicals. The firm will not 
this year run a campaign in pro- 
vincial evenings, A cost-sharing 


Ltd.. 


lawn 


The reception committee of 
the British Direct Ma‘l Adver- 
tising Association is inviting 


about 150 manufacturer. of office 
direct mail equipment to 
“challenge luncheon” at 

Waldorf Hotel, London, 

Thursday, January 25. Mr. Jack 
Cassels, on behalf of the 
B.D.M.A.A., will open a debate 
at the luncheon on the propo- 
sition that all direct mail machin- 


a 
the 


ery is out of date, and the 
manufacturers will have an 
orportunity to answer the 


criticisms, 

This debate has been arranged 
because the Association feels that 
at present there are many avoid- 
able gaps in the scope of 
mechanical aids to direct mail 
advertising. 


Booked To Speak 

Notabilities who will address 
forthcoming luncheon meetings 
of the London branch, Incorpor- 
ated Sales Managers’ Association 
are: February, Dr. Charles Hill 
(the “Radio Doctor”); March, 
Lady Tweedsmuir; April, Mr. 
Harold Nicolson; May. Sir 
Douglas Fairbanks 


BDMAA Challenge Manufacturers 
| Nationals Get Half 


scheme with stockists has been 
instituted in its place. These ad- 
vertisements will appear during 
March and April. Agents: Hoff- | 
mann & Co., Birmingham. 


For Vayle Scottish nylon 


j 
| 
| 


stockings, manufactured by John | 


Skelton & Son Ltd., prestige 
campaign in nationals. Agents: 
Gee Advertising Ltd., Leicester. 

For Royal Air Force recruiting, 
in national dailies and Sundays, 
provincials, and half-pages in 
Illustrated, Picture Post and John 


Bull. Agents: Masius & Fergus- 
son Ltd. ‘ 
For Army recruiting, half- 


pages in big circulation weekly 
magazines, and 8 in. d.c. spaces 
in national dailies and Sundays. 
Agents: London Press Exchange 
Ltd. 

For T.C.P. in national dailies 
and Sundays, Picture Post, Every- 


bodys, John Bull. Agents: E. H. 
Parry Co. Advertising 
National placings through G. 


Street & Co. Ltd. 
OVERSEAS CAMPAIGNS 


The Gracie Fields Show has 
been optioned by Towers of 
London Ltd. to Hovis Ltd. for 
use in New York and East Coast 
areas of U.S.A, to follow their 
present Beecham programme. 
Agents: Colman, & 
Varley Inc. 

Twenty Questions radio show, 
sponsored over Radio Luxem- 
bourg by Craven “A”, will be 
launched for. Brylcreem = on 
Lorenzo Marques shortly and 
will be heard weekly. It may 
later be put out on Radio 
Soringbok for the same client. 
Agents are G. S, Royds Ltd. 

Arrangements are being made 
for sponsoring the programme in 
Australia and New Zealand but 
sponsors have not yet been 
announced. 


Allocation 
Llandudno will spend £2,130 
on Press 
allocations being £1,300 for 
nationals, £700 for provincials 
and £134 for guides. Media have 
been selected by Mr. F. W 
Jefkins, publicity manager, on the 
basis of analysed 1950 results. 
Art work and space bookings are 
being handled by Good Publicity 
Ltd., Colwyn Bay. Advertisements 
commencing January 27 will offer 
160-page Holiday Guide, which 
will be despatched in two-colour 

photo-printed envelopes. 


Full Colour Cover 


A full-colour cover was a 


ADVERTISER'S WEEKLY 


represents 
orTisH 


If your target is the Scottish grocery wade, then The 
Scottish Grocer is undoubtedly your idcal medium 
Features include complcte lists of controlled prices. 
indispensable in coping with official forms 
latest Food Orders, trade news and full reports of 
association mectings. Throughout Scotland, therefore 
grocers study this invaluable weekly with special 


interest. This unique coverage is your opportunity! 


E.W. PLAYER LTD. 


E-C-4 CENrrat2786-7-8 


who 


30-32 FLEET STREET - 
The London office for some of the best media in the country. 


CAMBRIDGESHIRE TIMES 


GROUP 


64,292 


| TIMES BUILDINGS, MARCH 
Tele : 2368 (2 lines) 
London Representative : 
MR. W. H. WALMSLEY, 69, FLEET STREET 
Tele : Central 9353 


Jan. To June 1950 
A.B.C. Figures 


Copies 
Weekly 


advertising this year. | 


feature of the Christmas issue | 


of the Christian Herald. The 


paper, which has a 250,000 circu- | 


lation, claims to be the first 
religious paper to use colour. 


Telephone number of the Ad- 
vertising Aprointment See 
Ltd.. New Oxford Street, W.C. 
has changed to Temple Bar 1303, 


If you wish to approach poultry owners of 
every description — use 


_ THE BEST MEDIUM FOR REACHING THE ENTIRE INDUSTRY 


Published Weekly 
MAKE A NOTE OF IT NOW! 


2 BREAMS BUILDINGS, E.C.4. "Phone : HOLborn 5708 
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We Hear— 


THAT George Bryson, of Young 
and Rubicam Ltd., is on his way 
back from the U.S. where he has 
been since mid-November. 

* * * 
THAT Major W. H. Dyer, direc- 
tor of publicity, Hastings Cor- 
poration, spoke on “Who are the 
public?” at a local government 
group of the Institute of Public 
Relations meeting. 

* * * 
THAT the Regent Club library, 
which already exceeds 2,000 
volumes covering every aspect of 
advertising and its allied trades, 
is being continually increased 
with up to date publications. 

* * * 
THAT Exhibitions Division, Cen- 
tral Office of Information, is pre- 
paring a special “Accidents in 
the Home” stand in the form of a 
“Trouble House” for the forth- 
coming Ideal Home exhibition. 
A stand for the Stationery Office 
is also being prepared. 

* * 


* 
THAT circulation of The Miracle 
of America, Advertising Council 
booklet, has passed the 1,500,000 
mark, in America and 80 other 
countries, including several 
behind the Iron Curtain. 


THAT the New York Times has 
celebrated its centenary, 

* * * 
THAT the fourth national exhi- 
bition of children’s art is being 
planned by the Sunday Pictorial 
who aim to make it an extra 
special affair for the Festival. 

* * 
THAT Pauline Campbell, publi- 
city manager, Goya Ltd., was 
married at Caxton Hall recently 
to John W. Hicks, a petroleum 
engineer. 

* * * 
THAT newsprint consumption by 
U.S. newspapers in November 
was eight per cent more than in 
November 1949, the dailies using 
407,943 tons. And— 

* * * 
THAT there has been talk of 
increasing the price of news- 
print by five per cent in the 
States. 

* * * 
THAT when a bus skidded on 
Wimbledon Hill last week it 
crashed outside the bedroom 
window of C. H. copy- 
writer at Mayfair Advertising 
Ltd. He ran out with an over- 
coat over his pyjamas and phoned 
the story to the nationals. 


we ADVERTISING MANAGER’S CORNER t 


Eyes or Ears? 


In these days of keen competition, out of sight 


means out of business ; what the eye doesn’t see, 


the shop doesn’t sell. 


While it is true that quality 


speaks for itself, it gets more attention when it uses 


illustrations. 


to get people to look than to listen. 


In our experience it is always easier 


And a piece 


of creative display work by Harris has the advantage 


that it can sell a lot of goods without getting a sore 


throat. 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.i 
Tel: REG 3295-6 


January 11, 1951 


Swinging aboard the channel ferry is the fitted van of Trico-Folberth 
Ltd., motor equipment manufacturers, who are exhibiting at Belgian 
and Swiss motor shows. The van—an export “battle-waggon"—crosses 


the Alps, and is held in bond at Geneva. 


THAT Charlie McConnell re- 
cently entertained the staff of his 
London office to a dinner at the 
National Liberal Club. 

. * * 
THAT Freddie Grisewood is to 
compere the Gay Nineties ball 
to be run in aid of the Croydon 
Darby and Joan Club by the 
Croydon Times. 

* - + 
THAT Goya are to introduce a 
cosmetic lotion in March or 
April. It will be incorporated 
with the present “Beauty All 
Day” campaign. Agents are 
Colman, Prentis & Varley Ltd. 

~ 7. * 
THAT both the chairman, W. H. 
Gollings, and the vice-chairman, 
F. Murray-Milne, of the Publi- 
city Club of London, are victims 
of the ‘flu epidemic. 

~ *- - 
THAT in spite of the ban on 
display lighting a special dispen- 
sation has been granted by the 
Home Office for Sheffield to run 
an illuminated tram car in con- 
nection with Civil Defence re- 
cruiting. 

~ . ~ 
THAT the trade Press advertis- 


: ing allocation of the National 


Union of Journalists has been 
tripled. 

* * 
THAT a Father’s Day emblem 
for traders may be adopted by the 
recently formed Father's Day 
Association. 

* * * 
THAT a modification of the ex- 
isting Australian standard shades 
of three-colour and four-colour 
inks has been adopted by the 
Federation of Master Photo- 
Engravers of Australia. 

. ~ * 
THAT Stuart Advertising Ltd. 
have designed coloured striped 
tickets to facilitate seating ar- 
rangements at the South Bank 
Royal Festival Hall. 


THAT the Council of Industrial 
Design are compiling a catalogue 
of factories willing to receive 
visitors during the Festival. This 
information will be listed at all 
Industrial Information Bureaux 
in the Festival Exhibitions. 


* * * 


THAT special equipment, cost- 
ing £400, has been fitted to the 
Guinness. clock in Piccadilly 
Circus, to enable it to record the 
right time despite power cuts. 


ADVERTISING 
DIARY 


. Janwary 12. 
LiverPoo. aND District Pup- 


12.45 p.m. 

Pusticiry CLup OF SHEFFIELD. 

luncheon meeting. F. K. Gardiner 

“An_ editor looks at advert- 

" Grand Hotel, 12.45 p.m. 
Tuesday. January 16. 

BIRMINGHAM PuBLiICcITY Assocta- 
TION. Civic luncheon. Queefts Hotel, 
12.30 p.m. 

Pusticity CLus oF NEWCASTLE 
Public Speaking Class. 7 p.m 

REGENT ADVERTISING CLUB. 
J. B. Nicholson “Motion In Creative 
Advertising.” 6.30 p.m. 


y. . 
ADVERTISING CLUB OF OXFORD. 
“Forum of advertising counsel- 
«a ¥ Agricola Restaurant, 
6 


. 18. 
Berks AND Bucks Pusticiry 
Cus luncheon meeting. Speaker: 
Drummond Armstrong. 

Pusticitry CLus OF NEWCASTLE 
luncheon wnecting. Speaker: J. W. 
Adamson. 


. January 19. 
Pusuicity CLUs OF NEWCASTLE 
annual dinner and dance. Old 
Assembly Rooms, 7.30 p.m. 


LONDON 


We 
Public speaking class. 
Wednesday. January 24. 
INCORPORATED ADVERTISING MANA- 
GERS’ ASSOCIATION “What the 
housewife thinks of advertising.” 
Waldorf, 6.30 p.m. 


y. ye 
BraDrorD Pusticrry AssOcta- 


TION annual mecting. 
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Bagpipes And Kilts For Scots 
In U.S. Will Earn Dollars 


A plan to supply Scots in 
America with goods made in their 
native land will start to earn dol- 
lars for Scottish firms, both big 
and small, shortly. 

Man behind the scheme is Mr. 
Patrick Milne, a Scot, who re- 
cently returned from America. 

Mr. Milne said: “My trip 
brought me into contact with 
hundreds of Scots and many said 
they could not obtain goods from 
home—yet were eager to support 
Scottish industries. 

“The idea is to send these Scots 
in America a mail order cata- 
logue and thus help them to get 
what they want and at the same 
time dispense with the middle- 
man’s profits and other costs 
which send up the prices of our 
goods in America. 

“The kind of things Scots want 
—and often cannot get—include 
any kind of tartan goods, such as 
handbags, scarves, kilts and skirts, 
bagpipes, horn ornaments, 
brooches, confectionery, biscuits, 
blankets, fishing tackle, children’s 
clothing, Harris tweeds and so on. 

“By selling on mail order lines 
firms can make a greater profit 
than by exporting goods in bulk. 
Only goods of the finest quality 
will be accepted in the scheme.” 

Mr. Milne has opened an office 
at 3 Deanery Street, London, W.1. 


New Material For 
Block Mounting 


A new material which, it is 
claimed, is greatly superior to 
ordinary plate-mounting wood, 
has been tested and approved by 
the Printing, Packaging and 
Allied Trades Research Associa- 
tion. This material, Cefmor- 
Weybloc high density block 
mount, is a resin-bonded wood 
chip board, stated to be “prefer- 
able to to-day’s poor quality 
wood,” has little or no tendency 
to warp, compresses little on the 
machine, will take stuck-on or 
nailed plates, and is less expen- 
sive than wood. The material is 
being marketed by C. F. Moore 
& Sons. 


‘Birmingham Gazette’ 
Exhibition Lunch 

Chancellor of the Exchequer, 
Mr. Hugh Gaitskell, was principal 
guest at a luncheon given by the 
Birmingham Gazette Ltd. to 
mark the opening of a produc- 
tivity exhibition. 

Other speakers included the 
Lord Mayor of Birmingham 
(Alderman A. Paddon-Smith), 
Mr. W. L. Batt, chief of the 
Economic Co-operation Adminis- 
tration in Britain, and Mr. J. A. 
Hunt, chairman of Birmingham 
and District Advisory Committee 
of the Regional Board for 
Industry. 

Mr. R. P. T. Gibsen, chairman, 
Birmingham Gazette Ltd. 
presided. 


Bouverie House 


Party 


Some 61 youngsters, all chil- 
dren of employees of Benn 
Brothers Ltd., publishers of trade 
and technical journals, attended 
their fifth Christmas Party at 
Bouverie House, Fleet Street, on 
Saturday. 

Programme arranged by the 
Staff Association included puppet 
and film shows, games, tea and 
the distribution of gifts from a 
Christmas tree, Mr. G. Pratt 
(editor of Fire Protection) filling 
the role of Father Christmas. 

Miss R. E. Pountney (secretary 
of the company) acted as hostess, 
and the visitors included Mr. 
Norman French (managing direc- 
tor). 

* 
News Magazine 
Holiday Guide 

Magazine format was used by 
Frames Tours Ltd.. to publish 
advance literature on their holi- 
day programme. Produced by St. 
Clements Press, in Radio Times 
style, the magazine carried all the 
details normally contained in the 
handbook (Med. 8vo) The hand- 
book appears later this month. 

Machine and warehouse staff 
were brought in by St. Clements 
Press so the news magazine 
could carry the latest details with 
a “Late News” slug in red on 
the front page notifying news of 
currency changes. 


Printers’ Peace 
Plan Talks 


Executives of the unions affili- 
ated to the Printing and Kindred 
Trades Federation had an ex- 
ploratory discussion last Thurs- 
day into the five years “peace” 
plan in the printing and news- 
paper industry put forward by 
the British Federation of Master 
Printers and the Newspaper 
Society. They are now reporting 
back to their individual unions. 

The meeting was presided over 
by the vice-president, P.K.T-F., 
Mr. R. T. Williams, in the ab- 
sence through illness of the presi- 
dent, Mr. W. C. Warren. 

‘Selling’ Charity 

However good a cause, it can- 
not sell itself, said Lord Luke, 
chairman of Bovril Ltd. and of 
the National Playing Fields Asso- 
ciation, at a luncheon meeting of 
the London branch, Incorporated 
Sales Managers’ Association. 

This applied to the selling of 
charity just as much as of any 
other product; it must be made 
known by the best publicity 
methods. 

To-day, said Lord Luke, there 
pee need to “sell” confidence 
itse 


The Lithography Productivity 
team is sailing for the United 
States on Saturday. 


THE 
SCOTSMAN 


maintains a consistent circulation 
throughout Scotland’s middle 
onl upper classes, and is the 

effective morning news- 
panel in which to advertise to 
the country’s influential markets 


SCOTLAND’S NATIONAL NEWSPAPER 
North Bridge, Edinburgh 63 Fleet St., E.C.4 


ADVERTISER'S WEEKLY 


Holland's leading Catholic Daily goes into 17u.000 
well-to-do homes with a high annual budget. No 
campaign in Holland can be complete without 


de Volksk rant 


N.Z. Voorburgwal 345, Amsterdam-C. 
Tel. 64633 - 40739 - 42793 
Cables: Voikskrant Amsterdam 
Ao independent readership survey can be 
obtained free on request from: 
Will Kitchen, Jr., 131 Fleet Sereet, London, 
E.C. 4. Teleph. CENTRAL 1960, 3133, 3754. 
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ADVERTISER'S WEEKLY 


Jun (Quick SERVICE 


Machines 
Both are 
Co. have 


t. 
it up customer suppor’ 
eulow— Terminus 2691—where ¥ 
acne “ALL-IN” SERVICE 
the Strand comprehensive 
ic data then the Company 
plate ready for your machine. . . 


ee 


Planned 
SALES PROMOTION 


Design, Copywriting, Print, Display & Photography 
Please contact Group Director, W. Warner 
ASTRAL ARTS GROUP LIMITED and Associated Companies 
* 


215 VAUXHALL BRIDGE ROAD, S.W.1. ViCtoria 5303 (6 lines) 


Est. 1908 Phone : Hol. 8641/2 


sl Quality 


87/93 LAMBS CONDUIT ST., W.C.1I 


Directors : 
George Mial!, Arthur Lambert, Percy Millward 


House to House distribution of | 
circulars etc. by men under efficient | 
supervision. Envelope Addressing, | 
Folding, Enclosing, etc. Sandwich | 
Boardmen. Street Paper selling. | 


Display 


ee | LONDON TEL: TRA. 4277 


it pays to advertise in the 


BOLTON STANDARD 


THE TOWN'S LEADING WEEKLY 
Published every Thursday 2d. 
REGINA Stpeees (sas 6 Sear aes) SD Circulation growing weekly—brightly 
weit we i 

sai 9308 ma edited — well-printed illustrations — 
attractive features—ideal advertising 
medium—quick results 

1950 is the centenary year of this firm 

Circulates in Bolton, Atherton, Darcy 

Lever, Farnworth, Horwich, Little Lever, 

Turton and Westhoughton—a huge indus- 

trial area of over 250,000 people where 

wages are high. 


SIGNS |. 


EVERY DESCHLPTION 


SUPPLY ERECTION RENOVATION 


Prompt Personal Atient 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. ROBINSON 

STUDIOS, LIMITED 

72a Plough Rd., Battersea, S.W.II 
Tel. Nos. Battersea 5300 & 4886 


Proprietors: 
PENDLEBURY & SONS LTD. 
Established 1850 
VICTORIA STREET, BOLTON Phone: 4742-3 
London Office: 

W. Horace Biggs Press Organisation 
115 HIGH HOLBORN, w.c.1 
Phone: Chancery 8752-3 


——__—___ > | 
ESSLERS | WILL KITCHEN JR LID NEWSPAPER AND 
LONDON iro * 
DISPLAY STANDS 
SHOWCARDS SHOWCASES 


201/3 CHURCH STREET, N.i6 (CLI 6247) 
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| PUBLICATIONS NEWS AND NOTES 


| 
| 
| 


‘Advertising And 
Marketing Review’ 
To Be Suspended 


The proprietors of Advertising 
and Marketing Review, published 


| monthly by National Trade Press 


Ltd., announce that publication 
will be suspended after January 


| issue, until such time as, in their 


| the publication. 


opinion, general conditions in 
advertising justify resumption of 


They state that although 
readership has been maintained, 
rising production costs, and 4 
possible decline in advertisement 
revenue due to the difficulties of 
raw material shortage experi- 
enced by many advertisers, have 
made this decision inevitable. 

* * * 

With the February issue House 
& Garden becomes a monthly. 
An advertising campaign is 
planned to launch the issue and 
Condé Nast, the publishers, are 
making display material available 
to newsagents. 

* * + 

Cycling celebrates its diamond 
jubilee with the January 25 issue. 
There will be many advertise- 
ment pages in colour. Theme of 
the issue will be the progress and 
achievements of the British cycle 
industry. 

* * e 

With its January 5 issue, the 
Stock Exchange Gazette reaches 
its golden jubilee. Mr. Herbert 


| H. Dick, editor for thirty years, 
i contributes an article on “Fifty 


Years of Financial Journalism.’ 
Of the 138 pages and covers 
about a third are advertisements. 
* * * 
Celebrating its 20,000th issue, 
The Star, Sheffield, published 
articles on its growth, and con- 
trasting “then and now” as mir- 
rored in the pages of an evening 
newspaper. 
* ca * 
Animal Life is a new 1s. 6d. 
monthly to be launched during 
February for March 1, by St 
Francis Publishing Co., Ltd.. of 
Tothill Street. London. The 
magazine will be 66 imitation art 
pages, plus art covers. Four 
colour half-tones will be used for 
the cover and two-colour with the 
text. Among the noted nature 
writers who will contribute regu- 
larly are H. J. Massingham and 
Henry Williamson. This magazine 
is sponsoring an exhibition of 
animal and bird paintings at the 
Cooling Galleries, New Bond 
Street. 
* * * 
Corsets are strongly featured 
in the January issue of Vogue. 


| In addition to a six page editorial 


the issue carries 15 pages of cor- 
set advertising. As a result of 
Vogue Promotion Preview, 
which is mailed to stores three 
weeks before publication of the 
magazine. there will be at least 17 
window displays featuring corsets 
in such stores as Marshall & 


Snelgrove, Dickins & Jones, Swan 
Edgar, Harvey Nichols and 
Jays. Showcards mounted with 
corsetry pages from Vogue have 
also been prepared. 
* * * 

Fish Friers’ Review, journal of 
the National Federation of Fish 
Friers, has raised its advertising 
rates, a full page now being 
£15 15s. 

* * * 

Joshua B. Powers Ltd. have 
been appointed sole advertisement 
representatives Great Britain and 
Ireland for the Neue Ziiridier 
Zeitung. 

* * * 


Visitor Year Book 1951 for 
Morecambe-Heysham, Lancaster 
and Carnforth contains a wealth 
of information in its 160 pages. 
Published in convenient pocket 
size, 74 in. x 5 in., the book 
sells at ‘Sd. and contains photo- 
graphs of some of the outstand- 
ing local events during 1950 in 
blue half-tone. Thirty pages are 
devoted to advertisements. 

* x * 

Slight make-up changes are 
embodied in the January issue of 
The Engineer. To assist clarity, 
Gill Bold is used for the first 
few words of classified advertise- 
ments and in the display adver- 
tisements certain rules are 
eliminated. 


* * * 

Advertisement rates for The 
Scout—the Boy Scouts weekly 
increase from £36 to £40 per 
page: £13 10s. a column: 37s. 6d. 
per inch. Net sale exceeds 62,000. 

a * * 

Total sales of Motoring, the 
monthly publication of — the 
Nuffield Organisation, exceed the 
half-million mark during 1950. 

* * * 


Sales of this year’s Mot 
Diary, published by the Nuffield 
organisation, exceed 26,000. 

* * * 

The News Chronicle is now 
subscribing to the trade,a 28-page 
magazine publication Women 
Can Make It in conjunction with 
a £2,000 Festival Competition of 
the same name. To be published 
January 22, price 6d.. Women 
Can Make It is fully illustrated 
16 x 12 in. and has a four- 
colour front cover showing Queen 
Mary against a background of 
her famous carpet. Apart from 
features from News Chronicle 
staff writers, Ian Mackay and 
“Uncle Mac” (Derek McCulloch), 
there are contributions from 
Valerie Hobson, Googie Withers, 
Mr. and Mrs. Ray Milland, 
Donald Peers, and James Stewart 
to help the reader win £2,000 in 
cash prizes as well as nylons and 
dress accessories in a series of 
handicraft competitions for knit- 
ting. dress-making, toy making. 
crochet work and cookery. There 
will be an exhibition of winning 
entries in each class of the 
Women Can Make It competition 


, ° F a. 
es = % 
. a | 
a Two essentials to every User Or) consistent high quality 
r J e and (2) co : | . 
™ are (i) Rapid reliable ooo yhich The Strand LithoRreev 0 ygares f 
pi nd immediate 
. CO 
. dies the job ; 
t m hs 
HE STRAND LITHOGRAPHIC CO. LTD 
+ 157 FARRINGDON RD. LONDON E.C.I. Telephone Terminus 2691 (4 lines) 
a Rathbone 241 
F 7 ———__————_ | 
fe : 
7 m be 
4 . 4 
a . 
- 
: : 
; ee 
Nes : _ me, | ; 
a : } 
a : Nes MONRO ‘ 
ae : 
— re | | 
— 
- 4 C—O 
- | PRIESTLEYS FS 
: 
i | 
iF 
i 
A 7 | 7 
a . 
a, SOROS NS ITI 
ed . ‘ “4 
+ ee | 
B : | i 
ee 4. | 
sa 
Ak 
ae | 
ar, ie 
F “ 
+ al ; 
ON 
ae 
aK 
* . ee o 
i 9 th 
Py uae AND 
oe SEN 
eg TR LTD NEWSPAPER AND MAGAZINE REPRESE 
es 
are 
i mew = 
7 3 , ‘ \ | asa ime 
@ y * ¥ a 2 Ee 2 oF er." ‘ af A Ae 


January 11, 1951 
at Derry and Toms (Kensington) 
during April. Woman Can Make 
It is backed by a nation-wide 
publicity campaign through the 
provincial Press, double crown 
bills, showeards and leaflets. Full 
Federation terms are available to 
the trade. 
mm ~ * 

The Lion Rampant, the Scot- 
tish Independent shilling monthly, 
has been revived. Publishers are 
Bradburn Press of Edinburgh. In 
the January issue nine of the 40 
pages are devoted to advertise- 
ments. A feature is the messages 
of good wishes from Compton 
Mackenzie, James Bridie and 
William Power, president of the 
Scottish convention. 

* * 


* 

A new weekly periodical, The 
Retail Trader, aimed at “the indi- 
vidual, independent retailer whose 
work is vital to both business and 
community life.” is announced 
for February 16 by Link House 
Publications. Published in pocket- 
size, 9 in. x 6 in., on good quality 


paper with 48 pages and a two- 

colour cover, it will sell at 4d. 

The publication is being adver- 

tised in trade journals and local 

weeklies in addition to full and 

half-pages in Exchange and Mart. 
* * * 

The New York Herald Tribune 
will feature the British Industries 
Fair in both its American and 
European editions on April 4. 
Both papers will carry the official 
advertisements for the Fair. 


* * * 
Iraq Times, which appeared in 
the same format for over 25 


years, made a radical change in 
the New Year and is now pub- 
lished in a daily edition of eight 
pages and a Saturday edition of 
12 pages, 114 in. wide by 174 
deep. 
* * 7 

Title of the Nineteenth Century 
and After magazine has been 
changed to Twentieth Century. 
Type area has been increased to 
8 in. x 4} in 


Legal and Gazette 


New Companies 


Hoffmann & Co. (Advertising) Ltd. 

Caxton House, Great Charics Street, 
Birmingham, 3. Advertising consultants 
Nominal _ capital £1,000. Directors: 
3. A. Hoffman and Violet Hoffman 
and A. V. Dalton. 

Hoffman & Co. (Productions) Ltd., 
235, Pershore Road, Birmingham. ‘§ 
Artists, designers, illustrators Nominal! 
capital: £1,000. Directors: G. A. Hoff- 
mann and Violet Hoffmann and A. V 
——, 

ymmell's (London) Ltd. St 
guetene House, Westminster, S.W.1 
Specialised and/or gcneral publicity 


specialists and advisers 


Nominal capital: 
£10.000. Directors: C 
‘. <: 


McConnell and 


McConnell 
Burton's Aavertising Lid. 320 High 
Street, Rochester, Kent. Nominal cap tal: 
£5,000. Directors: D. H. Spain, Frances 
L. Spain, F. C. Burton and T. E. Croft 
Forward Press, Lid. Printers and pub- 
lishers, advertising agents Nominal 
capital £1.000 Directors: E 


Marengo and R. A. Turton 
Talkaverts Lid. 42 Bedford Square 
Advertising and public ty agents 
specialists electrical and general 
engineers. Nominal £1,000 
Directors : Arch 
Sterling Advertising Ltd. 24 Stcelhouse 
Lane, Birmingham. Advertising contrac- 
tors Nominal capital: £5,000 Direc- 
tors: R Davies and Daphne M 
Dexter 
A. H. Grantham & Co. Ltd. 
tising agents, booksellers 
Nominal al: = £2.500. 
[. F and May G 
History Today Lid. 72 Co 
E.C.2 Proprietors 
lishers of newspapers 
Nominal capital £109 Subscribers : 
G. P. Dawnay, 0. E. Crosthwa'te-Eyre 
(The above-mentioned particulars of 
new companies recently registered are 
taken from the Dally Register 


Adver- 
publishers 
Subscribers 
Jackson 
eman Street 
printers am’ pub- 
journals. maga ‘ines. 


figures prepared the unsecured liabilities 
amounted 1o over £3,006 In addition 
a small amount was due w preferential 
creditors which had not yet been ascer- 
Assets were estimated at £6 

was attributed to lack of 
; sale of the company's asscis to 
purchase company to obtain 
and the heavy instalments re- 
to repurchase them; and a 
director's absence through illness No 
resolution the matter 
was left in the Official 
Receiver as 


a 
of 
liquidator. 


RECEIVING ORDER 


Davin Finptay and James Finptay 
carrying on business in co-partnership at 
183, Oxford Road. Manchester, under 
the style of “The Northern Printing Co.” 
printers and publishers Receiving 
Order and Order of Adjudication 
December 29 

WILL 

Mr. Henry Dever WippicomBe, 17 
Woodfield Gardens, h-on-Sea 
former.y of Derwent Gardens 
Mdx for many years proprietor 
a of the Sr. Pancras Gazette, 

died on 6th November last. aged 
left £6.909 3s. Id. gross, £6,771 
net. Probate to his widow Mrs 

Widdicombe, sole executor 


NOW —s COLOURS 
IN FLUORESCENT PAINT 


AS BRIGHT AS EVER SEEN 
Showcards, posters, bus-panels 
MODERN PUBLICITY SERVICE 
39 WEST HILL, WANDSWORTH, S.W.18 
Phone VANdyke 6667 


by Jordan and Sons, Ltd., Company 
Registration Agents, 116 Chancery Lane, 
u W.C.2.) 


Creditors’ Meeting: 24 
Hour Advertising Service 


THe Twenty-Four Hour ADVERTISING 
Service Lrp., 24, Gray's Inn Road, 
London, W.C.1, direct mail advertising 
and printing 


First meeting of creditors was held at 
the Board of Trade Offices. Inveresk 
House, 346. Strand, London, on 
January 3rd. The winding-up order was 
made on November 20th The com- 
pany was formed in November, 1948 
with nominal and issued capital of 
£3,000. From April, 1949, it had been 
stated. the company had to pay cash 


for all trade requirements and customers 
were pressed to pay as soon as jobs 
were completed As the staff was cut 
a minimum jobs took considerably 
to complete, and business 

August, 1949 
rapidly deteriorated particularly 
Printing side No statement 
had been filed According 


on 
of affairs 
to rough 
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ADVERTISER'S WEEKLY 


Get Things Done ON TIME! 


Chart” 


—With the Aid of th 


is Ingenious New Device 


How to get jobs done on time is one of the problems which 
are worrying busy business men most to-day. 


The New “Year to View Work 
Organiser and Progress Wall 
will help you and your 
managers to solve this problem. 
It enables you to record and keep 


a close check on every stage of any 


job. It tells you at a glance when 
and where it is necessary to exert 
pressure in order to ensure that 
_ Jobs are completed to schedule. 


various 


Supplied _ ong Sizes: " 
business, 


Sauares 1 : 1" a1 3/16 
x 12 


x 9/16" 


j Squares” 7 8 


HOW’S THAT JOB 
SHAPING ? 
This unique new 


device enables you 
to: 


at any ti 


business 


executives who 
round efficiency. 

Whether you want to watch the progress 
of a small job or one which will take 
months to complete, this ingenious Chart 
will tell you instantly how the job stands 
i it is an invalu- 
able means of keeping in touch with the 
major tasks of any department or of the 
it is one of 
the greatest aids to efficiency ever devised, 


TT oon 
MONTH 1|2 3|4|5/6|7|8|9 |10|1 |12| 
MON | TUE |WEO THU [FRI | SAT 
JANUARY ‘SUN | MON ‘WED [THU wy. 
J oe? 
THU |FRI | SAT) SUN! MONITUE |WEDITHU | FRI iT 
FEBRUARY | es Wa 
< 
nad 
MARCH { This Chart comprises a large sheet of tough 
durab'e white cloth centre Board on which there is 
a Separate square for every day of the year, cach 
APRIL with the day clearly printed in black, Sunday and 
holidays being shown in ted Running along th 
TUE top of the chart are 31 columns for the days of the 
MAY month; down the sides are the twelve months o/ 
the year 
jsuNE |" 
} Simple, but Remarkably Effective 
sun! This Chart will help you to prevent 
JULY mat ; : ; 
costly delays and oversights, ensure greater 


co-ordination and co-operation between the 
departments and sections of the 
simplify and ease the work of 
it, and promote all- 


use 


me, 


Furthermore, 


on a whole. Truly, 


simple but remarkably effective. 


progress artwork and 
blocks 


The “Year to View Work Organiser and Progress 

Wall Chart” will repay you its moderate cost over 

remember forthcom- and over again, so valuable is the service it’ will 
ing events for topical give you, your executives and supervisors Many 
cops writing firms have already ordered several of there Charts 
for the use of their managers because they consider 

co-ordinate work for them a g0od investment NOTE in the enc'osed 


exhibitions and 
demonstra’ 
—examine the 


account 


Secure Yours — Fill in and 
To: Shaw Publishing Co., Ltd., 


| Please send me the Chart's indicated 
of in full payment 

| Name 

| 

| 

| 

| 

| 


Address 


State 
Number 


Shaw's “* 


\ 


Required J ditto - 


Size Each 3 
25” x 40” $/5 60/- 
20” x 12” 314 6 /- 


180 Fleet Street, London, E.C.4. 


Progress Wall ala 


AW PC 
Year to View Work Organiser and 
25” «x 40” 
size 20° x 12” 


Special Quantity Prices Incl. P.T. & Ptge. 


coupon the reduced prices for three or more Charts. 

So make sure of securing one or more 
ot these Charts for 1951 before the limited 
tions supplies are exhausted. Send no money 
yet—tmerely indicate your requirements on 
the enclosed coupon and POST THE 
COUPON NOW. 


POST THIS COUPON NOW 


be'ow for which I enclose remittance 


1324 [ 


12 25 and over 
doz 58/6 doz 5$/- doz 
doz. 34/6 doz. 33/- doz 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


SENIOR COPY 
& IDEAS MAN 


We are looking for an ex- 
perienced agency-trained Ad- 
vertising Man to fill one of the 
most important positions in our 
organisation. He must 
dynamic in outlook, possess a 
lively imagination and be able 
to create Technical Advertising 
of a very high standard. The 
man who measures up to our 
requirements will receive a 
generous salary and, in addition, 
will be rewarded with a Director- 
ship after proof of his abilities. 

Write giving full details of 
past career, in strict confidence 
to the Managing Director, 
Gilbert Advertising Ltd., 10, 
Norfolk Street, London, W.C.2. 


ADVERTISING. Leading Agents re- 
quire young lady to check charges for 
printers’ blocks etc. Previous experi- 
ence an advantage. 5-day week (9.30- 
5.30). Write stating age, experience 
and salary required to Secretary, 
Greenly’s Lid., 5, Chancery Lane, 
W.C.2. 

SHORTHAND / TYPIST required as 

assisiamt to Space Buyer—some experi- 

ence in preparing schedules and issuing 
space orders an advantage Five-day 
week Call Crane Publicity Ltd, 

Quality House, Quality Court, Chancery 


COPYWRITER” “wanted for Publicity 
Department of Machine Tool makers 
Capable of writing sales and technical 

for advertisements, catalogues, 

Man with sense advertising 
wanted, not purely technical Write 
with full details to F. J menerts - ae 
359 Euston Road. London, N.W 


MEDIA MAN PLUS 


Progressive West End 
Agency has a vacancy for a 
young man who has studied 
Advertising thoroughly, has 
some practical experience 
of space buying and know- 
ledge of Market Research 
andior Marketing. Salary 
up to £1,000 p.a. with big 
prospects for a really out- 
standing man. 
Box 9988 
Advertiser's Weekly, 180 Fleet St., E.C.4 


SHORTHAND TYPIST, aged about 
required, with agency experience 
in advertising department 
ind }=Cosmetic jouse S-day 
Waite giving details of experi- 
ence, ck., to 
_ Box 9989 Ad. Weekly 180 Fleet St_ EC4 
FIRST CLASS LETTERING and General 
Artist required in Studio of London 
Agency Experienced man required. 
Write giving full details to 
Box 9980 Ad. Weckly 180 Fleet St BC4 


ADVERTISEMENT REPRESENTATIVE 

required 
for Bi-monthly garden-house magazine 
and sundry annual publications and 
productions Experience and entree to 
London agents essential. 

1.8.D. LTD. 
Bradlaw House, Bognor Regi® 


YOUNG LADY required for the media 
department of well-known West End 
Agency. Must be quick and accurate 
at figures. Typing essential, shorthand 
an advantage. Good prospects 
_ Box 9976 Ad. Weekly 180 Ficet St Ec4 

GOOD ALL ROUND ARTIST required, 
capable of on high-<lass work. 
Weite salary required 
Box 1077 Ad. Weekly 180 Fleet St EC4 


” Phone 


84 


CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS Me ~~ 3s. per line. APPOINTMENTS WANTED 
i panel 30s. AB other classifications 


2s. 6d. per line. 
Display 


leaden E.C.4. ‘Phone; Chancery 8844 
APPOINTMENTS VACANT 


FINE OPPORTUNITY 
for General and Figure Artist, com- 
mencing salary according to ability, 
experience and age, but must be cap- 
able of earning a commencing salary 
of £800. Write stating age, expericnce 
and salary required to 
_Box 1079 Ad. Weekly 180 Fleet St BC4 


(London Studio) 


SPACE SALESMAN required for estab- 
lisned Trade Journal. A young man 
of character, possessed of good appcar- 
ance and some knowledge of advertus- 
ing would a ‘eeeue selling 
experience not 
Box 9977 Ad. Weekly. 80 Fleet St EC4 


WORKING 
MANAGER 


required in an_ old- 
established silk screen 
printers works, London. 
The man we are looking 
for must have a good 
technical knowledge of 
the process, have first 
class organising abilities 
and be prepared to ensure 
that only the best work 
is produced by men under 
his control. Good salary 
for |the right man, to- 
gether with commission 
and turnover. 


Box 9990 
Advertiser's Weekly, 180 Fleet St., EX.4 


DRAUGHTSMAN wanted for Exhibition 
Display “Contfactors. Must have full 
experience of working drawings. Write 
full details t 
Box 9953 "Ad. Weekly 180 Fleet St EC4 

ARTIST., First class Layout Artist with 

Agency. experience required by pro- 

gressive London Agency. High salary 

to capab.e man. Write in confidence 
giving age, experience and salary re- 


quired. 
Box 9979 Ad. Weekly 180 Fleet St BC4 


BEVERLEY PICK 


invites young and promising 
lettering artist and typographer 
with a flair for display and 
exhibition work to join his 
team. Applicant must have a 
knowledge of flat production 
processes and must be quick 
and efficient worker, able to 
organise his own work which 
will cover a wide range of 
activities. 

Also required a competent young 
Junior able to assist with design- 
work all round. Excellent 
training and prospects for right 
applicant. 


Telephone: TEM 7058 


XPERIENCED SECRETARY to execu- 
tive of Art and Advertising Company. 
Knowledge of, and imcrest in figures 
essential. Experience, age, salary re- 
quired to 

Box 9978 Ad. Weekly 180 Fleet St BC4 


your Classifieds 


LAYOUT 
MAN 


EVERETTS have a 
vacancy for a young 
layout man with a 
sound knowledge of 
typography, able to 
prepare finished lay- 
outs, and to deal 
quickly with adapta- 
tions. 

Write or phone the 
Studio Secretary. 
EVERETTS ADVERTISING LTD 


10 Hertford Street, W.1 
GRO 3477 


ASSISTANT REQUIRED for publicity 
department. Age 23 to 28, knowledge 
of routine of publicity work ai 
sufficient basic technical knowledge to 
understand and interpret needs of 
company manufacturing extremely 
varied range Of specialised products for 
industry. ‘rive, we full particulars 
of age and experience t 

_ Box 9985 Ad. Weekly | 180 Fi Fleet St — 

BEGINNER wanted for office. 
weekly ag Yor ag Stronachs, 150 
Fleet Sweet, E.C.4 


IDEAS/COPY WRITER required for an 
a 


Ce. Agency. This is an opportu- 
mity for a man who has really had cx- 
perience. Knowledge of technical ad- 
vertising would be an advantage, but 
is not absolutely essential. Write. 
Stating age and salary required. Do 
not send specimens. 

Box 9971 Ad. Weekly 180 Fleet St BC4 


ham and Midlands, Part time. Estab- 
lished high quality monthly technical 
journal Write for details, Scientific 
Publications, 8 Walker St., Wellington, 
Shrops. 

TECHNICAL ARTIST, 
executing full colour sectioned elec- 
trical component drawings, uired 
for Publications Department. The 
Position is superannuated and gives 
considerable scope to an ambitious 
man with adequate experience. Write, 
Stating experience, age and salary re- 
uired to 

_Box 9974 Ad. \Weekly 180 Fleet St EC4 

EXPERIENCED PHOTO REFOUCHER 
and finisher able undertake process 

for acrial photographic 

company Boreham Wood, Herts. 
Lady preferred. Write 

Box 9972 Ad. Weekly 180 Fleet St EC4 

MAN WITH ENEBCT and drive wanted 
to take charge of Screen Printing shop 
Capable of organising precision print- 
ing. Glass, metal and transfer work 
Knowledge of work and 
McCormick advantage 
Coumtry cottage available for right 
applicant. Please give full details and 
salary réquired Strong Meakin 
Advertising St. Mary’s Gate 
Nottingham 

ALL ROUND Advertising Production 
Assistant required for London Office. 
Good knowledge of blocks, typesetting 
and printing essential a Dost 
according to efficiency achieved. 
_Box_9967 Ad ny 180 Fleet St E ECc4 

KEEN AMBITIOUS space-salesman. p pre- 
ferably 25-35, required for well-estab- 
lished leading weekly Trade journal. 
Experience of trade or technical jour- 
nal advertising an advantage. Salary. 
commission, cxpenses: with a 
future for a man who thrives on hard 


work. 
Box 1072 Ad. Weekly 180 Fleet St EC4 


r, experienced in 


January 11, 1951 


APPOINTMENTS VACANT 


YOUNG VISUALISER 
required 

by Publications Depart- 
ment of large industrial 
concern. Knowledge of 
newspaper make-up, 
magazine layout and 
printing processes essen- 
tial. Flair for writing 
desirable. Salary from 
£400 p.a. according to 
qualifications. 


Box 9998 
Advertiser's Weekly, 180 Fleet St., E.C.4 


ADVERTISEMENT SPORENT ATIVE 
willing to work in different parts of the 
country required, also free-lance 7 
don representative for part-time 
suburbs and Home oe bp full 
details, experience, 

_ Box 9969 Ad. d. Weekly | 130 Fleet St_BC4 

PRODUCTION ASSISTANT required 

Must be fully conversant 

ion Department Office 

Progressive position of re- 

Salary according to experi- 

ence, Elliott Advertising Limited, Pi92 
Broad Street, _15 

YOUNG WOMAN cequired for ‘interest- 
ing work in the Advertisement Depart- 
ment Of the ADVERTISER'S WEEKLY. 
No shorthand needed. ~ommencing 
salary £5. Write or phone for appoint- 
ment Staff Manager. t80 Fleet Street, 
E.C.4. CHAncery 8844. 

EFFICIENT CLERK required for sub- 


scription department of trade journal 

publishers in London, CA to keeping 
accurate records. esse: 

— fully, giving age Tad d when avail- 


Box 9951 Ad. Weekly 180 Fleet St EC4 


resident Manager 
Must —_ intimate knowledge of the 
area connections. 
Knowledge of the Advertisement Regula- 
tions and local bye-laws an advantage 
Commencing salary £750 per annum, 
plus commission and expenses. Write. 
Stating age and full Sawin of experi- 
ence to Managing Director 
Box 9966 Ad. Weekly 180 Ficet St EC4 
ADVERTISING REPRESENTATIVE re- 
quired in Birmingham area for old 
established trade and technical journal 
Superannuation. salary and commission 
State age and remuneration required 
Box 9962 Ad. Weckly 180 Fleet St EC4 


YOUNG COPYWRITER 
WANTE) 
— ALIVE! 


Opportunity occurs for a 
young man (20-25) to join 
the copy team of a 
vigorous advertising de- 
partment, producing pub- 
licity material for medical 
and food products, Evi- 
dence of appropriate 
writing ability must be 
shown. Preference given 
to applicants who are al- 
ready junior copywriters. 
Salary according to ex- 
perience. Write, enclosing 
examples to Personnel 
Officer, 


GLAXO LABORATORIES LTD. 
Greenford - Middlesex 


to CHA 8844 (Ex 23) 
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1951 


APPOINTMENTS VACANT 


A rapidly expanding Studio 
having acquired additional studio 
space, offers the following 
vacancies: 

2 First-class Retouchers. 

| Assistant Retoucher. 

| General Artist. 

| Junior Representative. 

| Typist/Accounts Clerk. 
Write full details or telephone 
for appointment. 
TEMPLE STUDIOS LTD. 
19 Temple Chambers, E.C.4 

CENtral 3452-4912 


January 11, 


ADVERTISING. Required by well 
anown Agency, Inspector for London 
Transport Advertisements, and combine 
duties as store keeper. Experience an 
asset, but not essential. Write, stating 
age, experience and salary required to 
Box 9965 Ad. Weekly 180 Fleet St BC4 

STUDIO REPRESENTATIVE. Co-pari- 
nership of Artists and Designers secks a 
representative with assured sales and 
connections Salary in accordance. 
immediate appointment. Write full 
Particulars, ase, salary and experience, 
in confiden 
Box 9213 ‘Ad. Weekly 180 Fleet St EC4 


TO A BRIGHT YOUNG 
WOMAN 


Advertising Manager of big 
organisation wants a Personal 
Assistant who is able and 
willing to be his alter ego. She 
should be cultivated, well edu- 
cated, aged from 21-24 years, 
adaptable, diplomatic and a 
reasonably good typist. Initial 
salary £312 p.a. Please send full 
details as soon’ as possible to 
E.G., 


Box 9975 
Advertiser's Weekly, 180 Fleet St., E.C.4 


COMPETENT ALL-ROUNDER required 
age 30/35, to assist in Manchester In- 
surance Office. Pension scheme. De- 
tails of sapetinnes and salary required to 
Box 9957 Ad. Weekly 180 Fleet St EC4 

HOMES EXHIBITION for 
demonstrators and — staff, geno 
Lid., 8 Charing Cros ondon 
W.C.2. TEM/BAR £269 or 2217. 


Qualified Photo 
ust be ex 


Colouriet required. 
pomeg o all methods of application. 
Box 9954 Ad. Weckly 180 Pieet St BC4 


INVITATION TO A PARTY 
WEST END AGENCY reorganising = 
shortly require additional staff 
follows: 
v . Young man (or a 
with few * experience. 
roughs at presentation stage. 
she) can write, so much the better. 
Able to take charyre 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


FIRSTCLASS general artist required 
ior London Agency; must be fully ex- 
a . 

x 9955 Ad. Weekly 180 Fleet St BC4 

ASSISTANT for Copy Detail Department. 


Some experience necessary. Please 
write, giving details of age, — re- 
quired, etc., to C. R. Casson L' 29 
Hertford Suect, London. W.1. 

MUI LTIGRArS OPERATOR. J Junior, 


with some experience. Male c 
Wes. Foyles, 121 Chacing Cross Rd., 


LEADING ART AGENCY and Studio 
wish to contact experienced representa- 


tives. 
Box 1100 Ad. Weckly 180 Fleet St EC4 


GOOD PUBLICITY LTD. 


have vacancies for 


A LETTERING AND GENERAL 

ARIIST—must have had Commercial 

Studio experience. Studio being 

expanded. Good working conditions 

and interesting accounts. In first 

piace send full particulars and six 
typical specimens. 


A PRODUCTION ASSISTANT— 

Previous experience essential. Good 

Opportunity for young man with 

working knowledge of blocks, typo- 
graphy and print. 


Write to 
25 Princes Drive, COLWYN BAY 


SUB-EDITOR required for monthly trade 
a. Interesting work. Salary 


Box s ‘9970 Ad. Weekly 180 Fleet St EC4 
MANA\ 


Write fully to 
_Box 9961 Ad. Weekly 180 Fleet St BC4 


BUSY CREATIVE GROUP oris 


PRINTING BUYER AGED 40 
seeks change of position 
20 years’ practical experience in Litho, 


Embassy Burea 
House, Whitcomb Street, Wicd 
We specialise 


Exce! 
(wiihtehall $924) 
efficient personnel. 


a > ~ Tyg a ed pen script writer, secks 
nowledge of commercial 
Kettering, tol work, design and lay- 
Out, etc. 
Box 9973 Ad. Weekly 180 Fleet St BC4 
a ~~ ta CARD ARTISTS. Free 
ince. 
Box 9984 Ad. Weekly 180 Fleet St BC4 
1rOP COPY TALENT ON TAP. Creator 
of famous campaigns (20 years’ = 
ence) offers sound thinking 
service, sensib!e prices. Ring mARN | 1401, 


SCOPE WANTED. Copywriter/Visua!- 


Box 9981 Ad. Weekly 130 Fleet St BC4 
KEEN, ENERGETIC young man, 23, 

strong literary interests, 6 moi 

experience Manager, 

seeks —yre 

Box 9959 Ad ay "80 Fleet St BC4 
LADY (1) at present’ holding cxecutive 

position in Advertising Agency, de- 


oduction and administration routine. 
ould be interested in a in any 
form. London or Province 
Box 9963 Ad. Weekly 180 Fleet St ECs 


Advertising of high standard, 


requires 
a keen junior assistant. One with 
Previous experience or School 


| in layout and hy pre- 


ENCED, leneries, 
lance, or position required. 
9952 Ad. Weekly 180. Fleet St EC4 


L— drawing, 
Free 
Box 


. but the job is open to an 
intelligent beginner anxious and able 
to learn, For an interview, please 
write to 
Box 9991 Ad. Weckly 180 Fleet St BC4 

NAAFI PUBLIC RELATIONS. Wantcd 
for Western Europe—a _ trained 
display man aged 30 to 35, able to 
Mitiate sales displays in Naafi shops in 


Germany and a and to direct 
jocal staff in producing display 
material, Modern technique essential 


Apply 
in writing, giving details of experience 
and salary required, to the Public 
Relations Officer, Naafi, Ruxiey 
Towers, Claygate, Esher, Surrey. 
NAAFI PUBLIC RELATIONS. Wanted 
for busy PR office, two wained assist- 
ants, male or female, aged about 30. 
G1) A fluent writer/sub-cditor to assist 
in the production of a staff magazinc, 
brochures, pamphiets, Press notices. 
tadio scripts, etc. Must have varied 
this field. (2) Layout 


a 
,, Knowledge of type faces 


of staff. . 
printing. cic. be swift, accurate, 
systematic worker with all round know- 
lodge of agency-client 
Shorthand-ty . Several to join in 
the scrious fun of life in an agency. 
One may soon become a director's 


secretary 
Telephonist-receptionist. A young lady 


of good education and manners who 
understands the importance of this 
function 


lesseng, We believe there are a 
few intelligent youngsters who want to 
gct in on the ground floor. To such 
we offer training and encouragement. 
Pleasant conditions, 00 and 
co-partnership shares to all who prove 
merit. Write giving fullest particulars 
education, experience and 

qualifications. 

Box 9993 Ad. Weckly 180 Fleet St BC4 
COPYWRITER/VISUALISER = cequired 

to design and write ads which appeal 


wives Full details please 
J. a4, c/o Street, 110 Old Broad Street, 
EB 

CHRISTMAS 
CARDS: 


AND NG 
Opportunity for interest in 
new Company for executive with sound 
——- = of sales and distribution side 
of! 

Box 9958 Ad Weekly 180 Fleet St EC4 


* Phone 


Skill in selection and dis- 
piay of illustrations (drawings and 
photographs) essential. Starting — 
for cither post £700 to £750 a yeai 
to Apply in 
writing, giving details of experience, to 
the Public Relations Officer, Naafi, 
Towers, Claygate, . 


ADVERTISEMENT MANAGER tc- 
quired for weckly woman's illustrated 
magazine. Excellent salary and com- 
mission, with ae 
man. Applications treated i 
Box 1094 Ad. Weekly 180 Fleet ms BCA 


APPOINTMENTS WANTED 


YOUNG VISUALISER, aged 24, male. 

Sound creative ability; good colour 

sense, Agency . Seeks creative 
Please write 


t. 
_ Box 9982 Ad. Weekly 180 Fleet St BC 


N 
post in area with 
established Dublishing house. 

Box 1075 Ad. Weekly 180 Fleet St BC4 
YOUNG ARTIST, 23, 7 years’ art 
training. specialise illustration, 
wants oes veaenes experience. Will 


work for pi 
Box 1084 Ad. Weekly 180 Fleet St BC4 


your Classifieds 


FOR SALE: 


TO SMALL PROGRESSIVE 
ADVERTISING AGENCY 
FOR FAIR SALARY— 
Wide knowledge and long 
experience of an expert on 
Media and Space-Buying (Home 
and Overseas), Voucher check- 
ing and General Agency Office 
Administration. 
Box 9964 
Advertiser's Weekly, 180 Fleet St., E.C.4 


ADVERTISER’S WEEKLY 


BUSINESS OPPORTUNITIES 


“Sample please” on one = 
letterheadings & 

f sale displays, showcards and 

low pills inted by mechanised 


ACCOMMODATION 


LEET STREET, E.C.4, poprentenstes 
" ft. Li Offices with it 


11,300 sq. 
and part C. H. i a iain 
bi: rental, 
yy AC PARTNERS, mts 
South Molton Street. MAY 
4917/8/9. 
“ROOM with t to let 
a b A address. 
Moderate rent. Suit Artist. Some 


k anteed. 
_ Box § 9500 Ad Weekly 180 Fleet St EC4 
OFFICES TO LET unfurnished, 3 1 
1 mile from 


rooms, telephones. 

Arch, W Suitable for Advertising 
Agents, etc. Rent £5 week. Full 
met from Snell & Co., 47 Maida 


SHARE OFFICE, W 35s. pw. in- 
cluding light, heat, tele 
Box 9956 Ad. Weekly 180 Fleet St BC4 


SALES AND WANTS 


WANTED. smal! plan cabinet or similar. 
ew 9, R Park Road, 


all types of scrap printers 
metal — linotype, brass 
and zinc. Top prices— 
Spot Cash — We collect. 
"phone or write 


FREE LANCE SERVICES 


ee — a er ARTIST, experienced in 


awing, mechanical 
itrustration Ly > 
connections, Prompt service guaranteed 
Box 9716 Ad. Weekly 180 Flect St EC4 


FREELANCE. If you require an intelli- 
gent advertising campaign, an individual 
advertisement or a = planned bro- 
chure, contact the wr 
Box 9968 Ad. Weekly ‘Teo Fleet St BC4 


BUSINESS OPPORTUNITIES 


TO PUBLISHERS 
Are you seeking a Printer who has 
recently installed the undermentioned 
modern machinery to produce an 
established monthly, or weekly. 


Monotype keyboards and 
Double P Royal and smaller ‘olding 
machines. 


1 this is so we invite your juiries— 
hone Leytonstone | tea.” 


Hen imum a= 
runs preferred.) 


G. F. TOMKIN LTD. 
SO1IS Grove Green Rd., Leytonstone 


PRINTING FIRM in Yorkshire has 
capacity for quarterly Journal or Cata- 
logue. Best quality w 
Box 9986 Ad. Weekly 180 Fleet St yee 

BOOK PRODUCTION. Printing firm 
bas capacity for production of ‘books, 


aximum 1.500 Books. 
Box 9987 Ad. Weekly is0 Ficet St EC4 


SPECIAL ANNOUNCEMENT 


See December 28 issue of Adver- 
tiser’s Weekly, pages 190 and 191 
for the Advertising Services 


& Supplies Section. January 
25 will be the next issue con- 
taining these services. 


to CHA 8844 (Ex 23) 
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Advertiser's 
Weekly 


Tuurspay, January 11, 1951 


45/- (overseas) 
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Filmlets are 18—20 ft. long, and run for 12—13 


seconds. They are inexpensive to make whether in colour or 
monochrome and exhibition costs only 10/- per cinema per week for 
National Advertisers on the Younger circuit. Colour production costs 
approximately £100 and cost per print 10/-. But that is not all. 
Youngers will supply or pt all the copies required to enable you 
to plan blanket coverage of the country or selected distribution 

as required. 

This means one production cost for any cchedele, however comprehensive. 
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THE YOUNGER NETWORK COVERS MORE THAN) 


Bardget Ftd ans oor ccting core 


can be adequately told in 13 seconds. Younger Budget Films are 
made in lengths of 30 ft. (20 secs.) 40 ft. (27 secs.) and 50 ft. (33 sevs.), 
Full colour production need cost no more than £5 a foot. 
Exhibition costs are 15/- per cinema per week for a 30 ft. film and 
pro rata up to 50 ft. You have the choice of more than 1.100 
cinemas in a network that covers the country. 

YOU OWE IT TO YOUR PRODUCTS TO GET ALL THE FACTs FROM; 
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Daniel F. Warnock — Director of National Sales 


YOUNGER PUBLICITY SERVICE LIMITED 


28 ALBEMARLE STREET - LONDON Wi: REGent 6593 


STOP PRESS 


19 COUNTRIES 
ARE SENDING 


ate ge 
already d cided “to send dele- 
gates to International Advertis- 
ing Conference: Australia, 
Kenya, New Zealand, South 
Africa, U.S.A., Belgium, 


COATED PAPER 


Applications for coated paper 
for y yy publications must 
reach A. E. Scott-Piggott, Festi- 
val Oitice, by Monday. Paper 
Merchants Association have 
undertaken to stock and distri- 
bute 250-odd tons which Coated 
Paper Makers Association allo- 
cate to official Festival publica- 
tions. Festival Office will act as 
arbitrators of cane Ste applica- 
— Notification was sent to 

most prospective users a month 
ago. 


JOHN DUFORT’S 
DEATH 


til John Rye | 


Cy: 

— in 

vertising as John Dufort, 
died at Brighton, aged 58. 
Was successively raw Bg repre- 
sentative, “Star,” motor and 
radio re esentative, “News of 
the Wor' a_i before war 
went to Odhams, epresent 
“Daily Herald” oy “Sport ing 
Life.” Was major in first worl 
war, receiv ~~ Was 
colonel] at War Office in second. 


“Psychic World” suspending 
publication with to-day’s issue 
owing to newsprint restrictions. 


P. R. Gilbert appointed 
advertising manager, Regent 
Company. Lt.-Col. H. de G. 
Warter, advertising manager 
since formation in 1948. given 

appointment within the 
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